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The Taylor Instrument Companies 

uggest their “Stormoguide” as a 
wedding present. It seems almost 
too appropriate. 


sy < 


“Blue looms big on the horizon this 
year,” insists Middishade, but the 
optimists will continue hoping 
they’re wrong. 

vgv¥$segy? 


Coffee will “make you feel gay, 
happy, boldly confident,” while drink- 
ing tea will enable you to fall ro- 
mantically in love. Repealing the 
‘eighteenth amendment begins to 
‘seem rather unnecessary. 


7, FF 


Salesmen of Kraft cheese may now 
‘dazzle the dealers with no less than 
eight portfolios telling all about each 
‘of the phases of the current national 
‘campaign. By withholding all but 
‘one on each visit, the salesman may 
qualify as an advertising Scheher- 
‘azade. 
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Coal advertisers hint that some 
other fuels may cause explosions, and 
the oil-burner people retort that they 
}can prove that coal-gas explodes, too. 
This leaves a fine opening for the 
wood-burners. 
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Edelweiss beer is offered as “a case 
of good judgment.” It may be some 
time, though, before we see “A Logi- 
‘cal Combination” and “The Whisky 


* Without a Headache.” 


, 


Elon J. Borton tells of receiving an 
inquiry from India from a LaSalle 
Extension University ad that ap- 
peared over twenty years ago. The 
inquirer was probably hunting for a 
postage stamp. 


7 «FF 


Ed Wynn’s Texaco program, ac- 
cording to one radio survey, was the 
most popular of all chain features 
in fifteen cities during the past win- 
ter. So-0-0-? 
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Carnation’s contented cows will 
probably become discontented when 
they hear of the publicity which is 
being accorded “pampered wool” by 
B. V. D. Their sponsors can explain, 
however, that the pampering is done 
after the wool leaves the sheep’s 
back. 
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President Roosevelt ought to be 
very popular among advertising men, 
because he’s giving them plenty of 
live topical material. What would 
<opy-writers do now without the new 
<leal? 
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Shell Petroleum promised the pub- 
lic something exciting at their filling 
stations April 8. A lot of the cus- 
tomers not unnaturally prepared to 
bring their beer steins along. 
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Procter & Collier displayed the 
merchandise of their 52 clients and 
attracted 5,137 visitors in three days. 
‘This proves that some agencies actu- 
ally see and handle the products they 
are advertising. 
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Advertising, it seems, may be with- 
out an exhibit at the Century of 
Progress Exposition. Advertising 
men can sell the big idea to every- 
body except advertising men. 


Copy Cus. 


DROUGHT ENDS, 
BUT BEER COPY 
STILL SCARCE 


Supply House in Newspaper 
Campaign 


Chicago, April 6—Though both ra- 
dio chains put themselves in a re- 
ceptive attitude toward beer this 
week, there was an even smaller vol- 
ume of beer copy than heretofore. 
This was due in part to the sobering 
realization that beer is still on trial 
in the eyes of many, chiefly to the 
fact that breweries are still wrestling 
with their production problems. 

Since radio was not in existence 
when beer was one of the great na- 
tional beverages, there was consider- 
able speculation as to its attitude 
toward advertising of that product. 
Both chains admitted this week that 
they would experience great difficulty 
in declining any beer programs ten- 
dered. Even a lusty drinking song 
would not be considered objection- 


able on such a_ broadcast, they 
hinted. 
Thus far, Anheuser-Busch, Inc., 


St. Louis, has been the only manu- 
facturer tentatively to accept the 
proffered facilities. Unless there is 
some last-minute change of plans, 
Anheuser-Busch, Inc., will take the 
air at midnight Thursday night for 
a fifteen-minute broadcast over the 
Columbia System. 


Beer for the President 


In this quarter-hour, the radio au- 
dience will follow the adventures of 
a barrel of beer destined, it is hoped, 
for President Roosevelt and the 
White House. It will be dispatched 
by plane and the audience will hear 
the whir of the propeller as the ma- 
chine takes off with its history-mak- 
ing burden. 

The present happy position of 
brewers was accurately painted in 
an advertisement of United States 
Brewing Company in Chicago news- 
papers this week. 

“The demand for good beer is so 
great,” explained the copy, “that we 
predict a shortage very soon. This 
shortage will last until beer that is 
made now can properly age. During 
the shortage there will probably be 
inferior beer on the market. 

“Because of the demand for our 
products we know that we will 
shortly be oversold, but our cus- 
tomers have our unqualified pledge 
that no inferior or under-aged beer 
will ever be sold by this company.” 

If brewers are too busy brewing to 
devote much thought to advertising, 
manufacturers of other equipment 
for the complete tavern are showing 
more versatility. 

What may go down in history as 
the first national advertising under 
the new order was scheduled by 
Brunswick-Balke-Collender Company, 
Chicago, in afternoon newspapers of 
April 6 and morning dailies of April 
7. The copy, placed through Lord & 
Thomas, occupied 135 lines on two 
columns. 

Shows Girl Behind Bar 


Sixty-five newspapers were selected 
in cities which once consumed large 
quantities of draught beer. Here is 
the list of states chosen by the com- 
pany: 

California, Connecticut, District of 
Columbia, Illinois, Louisiana, Mary- 
(Continued on Page 14) 


Grunow Campaign 
To Make Issue of 
Safe Refrigeration 


Chicago, April 6.—“It’s time Amer- 
ica knew what’s inside an electric 
refrigerator.” 


This statement, appearing in a 


silhouette the safety features of the 
refrigerant used in the new Grunow 
refrigerator. 

Magazines and posters will be the 


He Revolutionized the Radio industry by Giving 
America Unbelievable Valves in Fine Radios ... 


NOW W. C.GRUNOW LEAPS 10 YEARS 


[a 
ANEAD IN REFRIGERATION 


obes. Fimerican: May WE SUGGEST A TEST? 


for the new Grunow machine. 


full-page advertisement of William 
C. Grunow Company in the Chicago 
Tribune this’ week, struck the key- 
note of the sales campaign of that 
manufacturer of refrigerators and 
presumably caused some degree of 
consternation in the field. 

Though an occasional newspaper 
story has told of catastrophes trace- 
able to leaking refrigerators, the sub- 
ject of refrigerants has been avoided 
in advertising by common consent of 
manufacturers. 

Mr. Grunow, it is said, has always 
been deeply interested in the ques- 
tion of a safe refrigerant and has 
finally discovered one produced by 
the Carrier Engineering Corporation, 
Newark, N. J. “Carrene,” as it is 
called, has been made available ex- 
clusively to the Grunow Company in 
the domestic refrigeration field. 


Magazines And Outdoor Used 


Having this ace in the hole, the 
question arose as to how it might 
most effectively be emphasized. While 
Duane Wanamaker, advertising man- 
ager of the Grunow Company, ex- 
plained that no names would be men- 
tioned in the copy, the company in- 
tends to exploit the safety feature in 
every legitimate manner. 

Thus, while the fear appeal will 
not be presented in a _ sensational 
form, it will be used sufficiently to 


"What's inside" an electric refrigerator will feature smashing copy 


This spread will appear in the May 6 
issue of "Saturday 


ening Post." 


primary mediums in the company’s 
campaign. Some of the former held 
weighty conferences when the first 
Grunow copy reached them, but 
finally decided that there was no 
reason why they should censor it. 
Hence, the campaign will run as 
written in Collier’s, Good House- 
keeping and The Saturday Evening 
Post. Newspapers will be used in 
collaboration with distributors and 
dealers. 

Mr. Wanamaker’s own investiga- 
tions among women indicated a sur- 
prising lack of knowledge of the 
principles of electric refrigeration. 
Most of those queried as to their 
conception of how ice was made re- 
plied that they thought the elec- 
tricity did the work. Almost none 
regarded the refrigerant as one of 
the prime factors. 

The advertising department of the 
Grunow Company, therefore, has 
given itself the task of banishing 
some of the prevailing ignorance on 
the subject of refrigeration. To some 
distributors who were skeptical as to 
the possibilities of such an effort, Mr. 
Wanamaker had a large stack of 
clippings to display. These excerpts 
from newspapers related the unpleas- 
ant aftermath when the refrigerant 
used in many boxes escaped from its 
prison. The narratives are reminis- 
cent of the troubles which afflicted 


(Continued on Page 14) 


Last Minute 


Rochester, N. Y., March 7.—In 


changed.” 


in tone, stressing Schlitz’s 80 years 


News Flashes 


Gannett Newspapers to Refuse Beer Copy 


a statement published in the Times 


Union, Frank E. Gannett, publisher of a group of upstate New York papers, 
as well as of the Hartford, Conn., Times and the Plainfield, N. J., Courier- 
News, announced that none of his papers would accept beer advertising. 

“Before prohibition I threw out of the papers I then controlled, all 
advertising of alcoholic beverages,” 


he said. “The situation has not 


Schlitz Earns New Distinction 


Milwaukee, Wis., April 7.—What is believed to be the first beer copy 
placed in newspapers on anything like a national scale appeared today 
when the Schlitz Company used 800-line copy in dailies in the larger wet 
cities to announce that “Schlitz ideals have carried on.” 

The copy, placed through Freeze-Vogel-Crawford, Inc., was institutional 


of brewing experience. 


HUGE DRIVE ON 
SUPER SHELL TO 
START APRIL 8 


Teaser Copy Precedes Gen- 
eral Announcement 


St. Louis, Mo., Apr. 6.—Teaser ad- 
vertising campaigns in all media, 
and forty-seven district meetings at- 
tended by thousands of salesmen, 
distributors and filling-station oper- 
ators dramatize the formal an- 
nouncement of the “new deal” of 
Shell Petroleum Corporation, sched- 
uled for April 8. 

The new deal consists of offering 
a new and improved Super Shell 
gasoline, which formerly sold at a 
premium of three cents, without 
extra charge. The brand, featured 
for five years, has not been used 
since 1930, but now, heralded as a 
vastly improved product, it is super- 
seding Shell 400, which has been the 
featured product of late. 

The $2,000,000 Shell advertising 
drive during the spring and summer 
has been preceded by one of the 
most complete and carefully worked 
out teaser campaigns in the history 
of the petroleum business. The out- 
door poster program was described 
in ApverTisinc AGE for April 1. The 
newspaper teaser campaign started 
April 3, with two insertions daily of 
j-inch single-column copy featuring 
the “new deal” idea. The plan of 
using the same copy in two separate 
sections of the newspaper was 4 new 
wrinkle in teaser advertising. 


Use Spot Broadcasts 


Fifteen radio stations are being 
used in spot broadcasting teaser 
programs five times a day for five 
days. Four of the five daily an- 
nouncements are in the evening. The 
programs are to be carried on with 
straight commercial announcements 
after April 8, when the story of 
Super Shell will be made public, but 
the plan of short announcements re- 
peated frequently will be continued. 
A total of 100 announcements from 
each of fifteen stations is planned 

Preceding the teaser campaign to 
the general public was a postcard 
teaser campaign to the Shell sales 
and distribution organization and to 
dealers. ‘What’s Shell Going to Do 
in 1933?” was the theme of the post- 
ecard series, which went to 5,000 
pames. Humorous cartoons, some of 
which gently “kidded’” competitors, 
carried the story. 

The plan of dealer meetings at 47 
points all over Shell’s trade territory 
resulted in tremendous enthusiasm 
being kindled for the new product 
and the new campaign. The dealers 
were given proof of the improvement 
in the gasoline by technical experts, 
and then were shown how the public 
was to be excited through the smash- 
ing advertising and sales production 
campaign planned by Paul Ryan, 
head of this division of Shell’s ac- 
tivities. 

To Use Full Page 


Inasmuch as the dealer meetings 
were crowded into eleven ddys, 
Shell’s executives were kept on the 
run, airplanes being used in many 
cases to enable them to keep up with 
their crowded schedules. A typical 
meeting held in Chicago March 31 
started with a dinner for 1,200 sales- 
men and dealers at the Auditorium 
Hotel, after which the story of the 
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theater next door. Moving pictures, 
showing technical and sales develop- 
ments, featured the meeting, along 
with talks by all of the executives 
regarding their parts in the pro- 
gram. 

The newspaper campaign following 
the six-day teaser series starts April 
8 with full pages in 140 newspapers 
in 128 cities. The copy emphasizes 
that Super Shell, “never before at 
less than a 3-cent premium” is “now 
at the price of ordinary gas.” De- 
tailed figures showing the amount of 
Super Shell formerly sold at pre- 
mium prices, and the total premium 
of more than eight and a half mil- 
lion dollars paid, are given to em- 
phasize the advantage now passed 
on to the buyer. The new Super 
Shell, it is explained, is colored 
golden for identification purposes. 

An interesting feature of the news- 
paper copy is the appeal to the small 
car owner, with the suggestion that 
the new Super Shell puts him on 
equal terms with the owner of the 
big car. Cartoons personalizing auto- 
mobiles, and showing the little car 
saying to the big car, “Pull over, big 
boy, I’ve got Super Shell now,” add 
a touch of humor to the newspaper 
copy. 

Sales promotion through direct 
mail, which will be released follow- 
ing the announcement of the Shell 
new deal, is unusual in the degree to 
which it is personalized, the name 
of the prospect and the address of 
his neighborhood filling station both 
being included. Several of the di- 
rect-mail pieces are in the form of 
newspaper tear-sheets. This is part 
of a “merchandising assistance” plan 
developed for dealers whose sales 
reach a certain volume. 


Much Point-of-Purchase Material 


Further punch for the current 
campaign is to be supplied through 
colorful decoration of 12,000 Shell 
stations. This material, which con- 
sists of pennants and banners in- 
tended to give a gala effect to each 
outlet, is supplied to the dealers 
without charge and installed by the 
Shell operating organization. Similar 
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STANDARD OIL SERVICE 


ALSO DISTRIBUTORS OF ATLAS TIRES AND: BATT 


Contests of this type proved so valuable in Standard Oil Company 
of Indiana test campaigns that the idea is being continued as part of 
the current campaign to glorify the "Standard Servisman." 


displays on Shell trucks and sales- 
men’s cars are also provided for. The 
extent of the purchases required for 
this one feature is indicated by the 
statement of Mr. Ryan that 637,000 
yards of cloth were required, and 
that mills had to be started making 
it, because it was not immediately 
available from stock. 

Other point-of-purchase advertising 
will include road-maps and direction 
folders, the latter specialized to each 
community. Those who accept ma- 


terial of this kind have been found 


REMEMBER, 9 —arir THE WISE LITTLE VIRGIN 


* —- Wo IS" WIDE AWAKE 


WHEN THE BRIDEGROOM 
COMETH 
THAT |GETS’ THE 


Jay N. (Ding) Darling lives and 
works in Des Moines and is Secre- 
tary of The Register and Tribune. 


The Des Moines 
Register and Tribune 


230,221 Daily 


A. B.C. 


208,243 Sunday 


by check to purchase substantially 
more than ordinary customers. 

The J. Walter Thompson Company 
is placing the newspaper and radio 
campaign for Shell through its St. 
Louis office. The outdoor campaign 
is handled by the Outdoor Advertis- 
ing Agency of America through its 
Chicago office. 

The appeals in the campaign are 
based on consumer surveys of un- 
usual scope and thoroughness. These 
were described in detail in the Oct. 
29, 1932 issue of ADVERTISING AGE, 


Bank Statement 
Issued Despite 
New Regulation 


Chicago, April 6.—John M. 
Nichols, president of the First Na- 
tional Bank of Englewood, who is 
reported to have roused the ire of 
other Chicago bankers, including the 
large loop institutions, by publishing 
financial statements which show 
every minute detail of his bank’s 
position, again gained the spotlight 
this week when he used large news- 
paper space to publish a statement 
of condition at the close of business 
March 31, 1933. 

Since no reports were ordered 
from national banks at this time be- 
cause of the recent banking holiday, 
Mr. Nichols’ action was unique in 
the city. Instead of the usual state- 
ment, “Published by direction of the 
United States Government,” the 
bank’s statement asserted that it 
was “published by direction of a 
clear conscience.” 

According to the statement, the 
institution is 107 per cent liquid, its 
liquid assets exceeding total de- 
posits by more than $300,000. 


Nance Joins Standard 


J. J. Nance has resigned as man- 
ager of the sales planning division 
of Frigidaire Corporation to become 
vice-president in charge of sales of 
Standard Register Company, Dayton, 
O., manufacturers of continuous form 
stationery for typewriters and billing 
machines. 


Delray Appoints 


Delray Corporation, San Francisco, 
producer of Italian dinners and a 
varied line of canned and bottled 
food products, has placed its account 
with the San Francisco office of J. 
Walter Thompson Company. A pro- 
gram of repackaging the entire line 


has been started. 


STEPS ON GAS 
IN NEW DRIVE 


Executives Explain Plans for 
1933 


Chicago, April 6.—Full pages in 
newspapers, with a liberal use of 
color, was the retort of Standard Oil 
of Indiana to advertising splashes 
perpetrated by competitors. One 
page announced an unusual contest 
in which prizes go, not to the public, 
but to Standard Oil service men. 

Another exclaimed, “It’s Up! High 
anti-knock for Chicago motorists. 
No increase in price.” 

The station attendant or “man on 
the firing line,” as Amos Ball, gen- 
eral manager of S. O. I. described 
him, is to bear more and more of the 
responsibility, it was revealed. 

Said Mr. Ball: 

“The service station operator is 
the most important link in the sales 
program. But this man is not work- 
ing alone. The whole company 
stands squarely behind him and his 
problem. 

“The manufacturing department 
has provided new products and 
processes that give him better prod- 
ucts to sell. The sales department 
has developed new plans and fur- 
nished information that gives him a 
decided edge over his competitors. 
It has priced this exceptional mer- 
chandise no higher than prices of 
ordinary goods. 


“Large Even in Boom Times” 


“And now the board of directors 
has authorized the advertising de- 
partment to proceed with a program 
that would be a large one in boom 
times. Under present conditions, it 
is far ahead of anything being done 
in the industry. 

“The program is made up of a 
series of campaigns, each complete 
in itself but tying in with all the 
others. They will run through from 
early spring till the end of the year.” 

Mr. Ball added that the Standard 
Oil representatives who give the 
motorist the best service and most 
complete information will benefit 
most from the 1933 advertising. 

A. N. Steele, advertising manager 
of Standard Oil of Indiana, said 1,606 
newspapers in 1,468 towns and cities 
will be used to feature both products 
and services available at Standard 
stations. 

In addition to the newspaper cam- 
paign, direct mail will be highly or- 
ganized. It will consist of special 
campaigns, each designed to perform 
a special job, each geared to the 
times and the territory in which it 
is used. 

Printed literature will be issued 
and distributed by the million. Fold- 
ers, leaflets and booklets will repeat 
the story told in newspapers, while 
road maps of thirteen states will be 
printed in quantities. 

In addition, there will be local 
maps of Detroit, of Chicago, and of 
the Century of Progress Exposition. 
A display dominating the dome of 
the Travel and Transport Building at 
the fair will be seen by 40,000,000 
visitors. 

An extensive trade and class pa- 
per campaign will be aimed at the 
executive and professional group be- 
cause of its influence on others. 

“On top of this already huge pro- 


gram,” added Mr. Steele signifi- 
cantly, “more features are being 
planned which will prove both 


timely and forceful.” 


NBC Drops Coast Hookup 


Coincidental with the introduction 
of new 50,000-watt equipment for sta- 
tion KPO, San Francisco, National 
Broadcasting Company has discon- 
tinued its Pacific coast gold network, 
of which KPO was the key station. 
The chain’s orange network, of which 
KGO, Oakland, is the key station, 


remains unchanged. 


Helps Carson 


Dealers Sell 


Chicago, April 6.—Carson, Pirie, 
Scott & Co., Wholesale, have sold go 
many spring dresses for dealers by 
the use of a talking film in natura] 
colors that this type of promotion 
will be continued for their summer 
line. 

The film was produced for the 
wholesale and manufacturing house 
by Theater Service Corporation, of 
New Orleans. It was made in the 
sunny south, the facilities of the 
New Orleans Country Club being 
placed at the disposal of the photog. 
raphers. 

Spring frocks made by Carson, 
Pirie, Scott & Co. were worn by 
models, being filmed in their natura] 
hues by the use of Technicolor. 

A copy of this film was made avail. 
able to every dealer stocking the line, 
for display at one or more local thea- 
ters. The dealer pays only for the 
cost of the showing, which is slight, 
since the film runs only for two min- 
utes. It is accompanied by a “ghost 
voice,” describing the salient points 
of each garment, and is followed by 
a trailer, identifying the dealer pre- 
pared to provide the frocks. 


Called a “Natural” 


The use of Technicolor in the gar- 
ment field is regarded as a “natural” 
by the big wholesale house, since it 
serves the dual purpose of picturing 
the dresses with fidelity and at the 
same time pointing to the local out- 
let. 

The brevity of the film has made it 
acceptable to exhibitors, 6,000 of 
whom are said to be under contract 
to Theater Service Corporation. 

Gale & Pietsch, Chicago, handle the 
account of Carson, Pirie, Scott & Co, 
Wholesale. 


Detroit Adcrafters 
Nominate Directors 


Five members, chosen from the fol- 
lowing list submitted by the nomi- 
nating committee, will be elected to 
the board of directors of Adcraft 
Club of Detroit at its annual meeting, 
April 21: 

Gordon K. MacEdward, treasurer 
and general manager, Animated Ad: 
vertising Displays, Inc.; Clarence D. 
Blessed, executive vice-president, 
Walker & Co.; Leo Fitzpatrick, vice 
president and general manager, WJR, 
Inc.; Edwin W. Husen, president, 
E. W. Husen Company; C. W. Hun: 
gerford, advertising and news man: 
ager, Michigan Bell Telephone Com- 
pany. 

J. J. Hartigan, vice-president and 
manager of publications, Campbell- 
Ewald Company; O. L. Dorworth, ad- 
vertising manager, S. L. Bird & Son; 
Alfred H. McKeown, advertising man: 
ager, Detroit Saturday Night; 
Thomas G. Wade, manager Detroit 
office, Curtis Publishing Company, 
and Henry L. Parker, manager of 
business extension, Detroit Savings 
Bank. 


Jourolmon, Magazine | 
Official, Is Deaa 


Henry B. Jourolmon, a director an¢ 
former treasurer of the W. J. Thomp 
son Company, New York, publishe! 
of The Gentlewoman, died last week 
of a heart attack. He was 67 anc 
had been ill a year. 

Mr. Jourolmon began business as @ 
retailer, later becoming an accoun 
tant. He joined the magazine in 1914 
as an auditor. 


Marshutz and Nix Are 
Made Agency Director: 

Elmer G. Marshutz and Edward D 
Nix have been elected directors 0 
the Gardner Advertising Company 
St. Louis. 

The appointments were made il 
recognition of many years of abl 
service. 


Vermont Retail Tax 


The Vermont legislature has passe 
a bill providing for a tax upon gros 
retail sales, ranging from one-eight! 
of one per cent to four per cent fo 
sales above $2,000,000 annually. Th 
law is said to be aimed primarily a 
chain stores. } 
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REMEMBER — THE OPEN ROAD >t 
FOR BOYS IS THE OUTSTANDING 
BOYS' MAGAZINE NOW-- AND 
FROM NOW ON 


e March Issue 


THE OPEN 


Conted MORE Pages of Advertising 
Than The Other Two Boys’ Magazines 


COMBINED 


REMEMBER — THE OPEN ROAD 2 
FOR BOYS IS THE OUTSTANDING 
BOYS’ MAGAZINE NOW -- AND 
FROM NOW ON 
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The Chicago World’s Fair Should 
Be Advertised 


The Century of Progress Exposi- 
tion, which will open in Chicago 
June 1, will be a great show. It is 
entirely different from the sort of 
world’s fair which has been pre- 
sented heretofore, and will amaze 
and delight all who see it. 

With a magnificent product to pro- 
mote and advertise, the management 
of the fair has thus far relied en- 
tirely on publicity in the text pages 
of magazines and newspapers, as 
well as on the radio, to get the facts 
about the fair into the consciousness 
of the people of the country. As a 
‘publicity job, good results have been 
obtained, for bales and reams of 
news and feature articles regarding 
the fair have been published. 

There is a great difference, how- 
ever, between mere publicity and 
advertising. Publicity gets a thing 
talked about, but it takes advertis- 
ing to sell it. That is the case with 
the Century of Progress Exposition. 
The publicity job has set the stage 
for advertising which will talk di- 
rectly and specifically to the public 
about what the fair is, what attrac- 
tions it offers to the visitor, and 
what it will cost to attend. Definite 
sales information needs presentation, 
along with dramatic and exciting de- 
scriptions of the wonders of the ex- 
position which will create an eager 
desire to participate. 

The management of the fair, it 
seems to ADVERTISING AGE, is some- 
what too optimistic in believing that 
it can get maximum attendance with- 
out advertising. There will be a 
good attendance, no doubt, in spite 
of business conditions. But the aim 
should be to attract the greatest pos- 


sible attendance, to make the 1933 
exposition a landmark among all 
events of the kind, and to give ex- 
hibitors whose money is invested in 
costly buildings and displays the best 
possible return on their expenditures. 

Only advertising will meet the 
needs of the sales job which the Cen- 
tury of Progress Exposition has 
ahead of it. Steamship companies 
are advertising as never before to at- 
tract tourists to Europe and other 
favorable sections. The dollar spent 
for pleasure and vacations this year 
is smaller than usual, and it is being 
competed for harder than ever. The 
fair must make itself seem more at- 
tractive and desirable than a trip to 
Europe or any other sort of journey 
for pleasure and stimulation. 

As one famous advertising man put 
it, “There should be right now a 
dazzling and tempting display of ad- 
vertising, the kind of campaign that 
makes advertising history. Why not 
a prize for the largest family that 
comes the longest distance and sees 
the most fair for the money? I am 
thinking of millions of families with 
a little money, a little car and plenty 
of leisure.” 

The difference between advertising 
and not advertising the fair is not 
merely the difference between spend- 
ing and not spending the money 
which would be required to do a good 
selling job in its behalf. It may easily 
be the difference between having 
a tremendous success, which will 
enthuse the entire nation, and a 
mediocre event, part of whose glories 
may be dimmed by a disappointing 
degree of participation by the people 
of the United States. 


They Can Sell Even Rattlesnake Meat 


According to an advertisement of 
American Weekly published in the 
April 1 issue of ADVERTISING AGE (the 
date in this case had no significance), 
Florida canners of rattlesnake meat 
have found an eager market for their 
products. The demand has been 
stimulated by a description of the 
project in American Weekly, it is 
true, but the fact remains that rat- 
tlesnake meat plus publicity pro 
‘duced sales. 

In this period of doubt and hesi- 
tation, when many advertisers are 
wondering whether they can sell 
their products to a public which they 
vision as reluctant to part with 
money in exchange for commodities, 
there ought to be something highly 
suggestive in what happened to the 
rattlesnake market as the result of 
some publicity which presented the 
product in interesting and dramatic 
style. If there are plenty of people 
who are so intrigued with the idea 
of using something new and differ- 


ent that they will gladly experiment 
with the taste of rattlesnake meat, it 
ought not to be hard to excite them 
on other more attractive subjects. 

Few people who know the attitude 
of the average citizen, man or 
woman, with reference to reptiles of 
all kinds would have predicted any 
interest in rattlesnakes as material 
for the dinner table, regardless of 
the amount of publicity that might 
be devoted to them. The natural re. 
action to snakes is horror and re- 
pulsion. Yet many individuals have 
reached the point where they will eat 
the meat and say they like it. 

No advertising man who is con- 
fronted with a tough promotional 
job ought to be discouraged. Let him 
keep in front of him the story of 
the rise of the rattlesnake canning 
industry. If the American public 
can be sold that idea, through clever 
publicity, then nothing should be re- 
garded as too tough a job for adver- 
tising to tackle. 


Information 
for Advertisers 


The following documents may be 
secured without charge by any 
national advertiser or advertising 
agency from the companies sponsor- 
ing them, or through ADVERTISING 
AGE. 


No. 342. Where-to-Buy-It Service. 


For many years, advertisers have 
been struggling with methods of 
tying their advertising up with the 
local dealer. The number of plans 
suggested to this end ran into large 
numbers. The American Telephone 
& Telegraph Company and associated 
concerns apparently have really 
solved the problem with their Where- 
to-Buy-It service in local classified 
telephone books. The company’s new 
brochure explains in detail how 
brand names which have been burned 
into the consciousness of consumers 
are translated into the tinkling of 
the local dealer’s cash register. 


No. 368. The Open Road for Boys 


Magazine Tells Its Story. 


This fifty-four page brochure is- 
sued by The Open Road for Boys 
Magazine portrays the tremendous 
immediate purchasing power of the 
boy market today, the influence of 
boys on family purchases and the 
great influence on future markets 
that today’s boys have. The brochure 
presents an interesting picture of the 
boy market with especial emphasis 
on the phenomenal responsiveness of 
this boys’ magazine, listing among 
others, a case where an 85-line ad- 
vertisement brought 26,000 direct in- 
quiries. It further explains the 
magazine’s policy of guaranteeing 
advertisers superior results. Alto- 
gether a unique and _ interesting 
analysis of the boy market. 


No. 431. The Market Chicago. 


This booklet contains complete 
marketing” infofmation oh the Chi- 
cago area, including population fig- 
ures, break-up by wards, location of 
transportation systems and business 
districts, analysis of buying units by 
wards, distribution of foreign and 
negro population, and summaries of 
wholesale and retail trade in the 
area. Published by Big 4 Advertis- 
ing Carriers. 


No. 459. Fawcett Women’s Group. 


An exhaustive and detailed analy- 
sis of the circulation, by cities and 
towns of over 1,000, and by counties, 
of True Confessions, Screen Book, 
Screen Play, and Hollywood, the pub- 
lications which make up the Fawcett 
Women’s Group. 


No. 4338. WLW—“The Nation’s Sta- 
tion.” 


This unusual envelope-folder might 
well be called “proofs,” since much 
of the material in it consists of fac- 
simile reproductions of letters com- 
menting on the results derived from 
commercial broadcasting over WLW, 
Cincinnati. Other interesting ma- 
terial in the folder gives WLW cov- 
erage and circulation, analyzes mail 
response to individual programs, 
gives much valuable information 
about the station and outlines the 
services of the station’s sales promo- 
tion department. 


No. 480. Metro-Gravure and Metro- 
Comics. 


Two companion publications of 
Metropolitan Sunday Newspapers, 
giving in minute detail all of the 
facts on circulation, coverage, cost 
and influence of the publications in- 
cluded in the group. One discusses 
Sunday gravure advertising in the 
ten publications in the group, the 
other gives similar information on 
the comic supplement sections. 


No. 462. Route List of Retail and 
Wholesale Grocers. 


A complete list of groceries in 
Louisville, arranged geographically. 
Also a route list of drug stores. Pub- 
lished by The Courier Journal and 
Louisville Times. 
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Advertising man: "What a breakfast! 


Undated coffee, milk from 


Discontented Cows, and breakfast food that doesn't even sputter." 


Voice of the Advertiser 


Gates Finds a Wide 


Awake Restaurant Man 


To the Editor: The restaurant 
business is notorious for its poor 
merchandising. Because of this, I 
thought you might be interested in 
an incident which happened the 
other day. 

About two weeks ago I telephoned 
and arranged to have tickets for a 
radio broadcast at the NBC studios 
in-the Merchandise Mart» mailed ‘to 
me. About three days before the 
broadcast I received a menu from 
the restaurant in the Merchandise 
Mart. Evidently, they have arranged 
to secure the names and addresses 
of people securing tickets for radio 
broadcasts. Each person on this list 
is sent a menu with a suggestion 
that they dine at the restaurant on 
the evening on which they attend 
the radio broadcast. 

At least here is one restaurant 
owner who is wide awake. 


RALPH GATEs, 
Assistant Mgr. Sales Pro. and Adv., 
Edison General Electric Appliance 
Company, Chicago. 
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Mrs. Ayers Comes to 


Rescue of Sunny Jim 
To the Editor: I feel sure that R. 
M. Blankenbaker of Evanston, IIL, 
who has taken you to task for the 
splendid story you ran recently about 
Sunny Jim, is laboring under a mis- 
apprehension when he states that 
Earnest Elmo Calkins invented Sunny 
Jim. Iam sure that Mr. Calkins, who 
did write many of the jingles after I 
had invented the character and had 
written the first series of jingles, 
would be the last person in the world 
to claim credit for Sunny Jim’s birth. 
All credit to Mr. Calkins for his 
many splendid accomplishments in 
the advertising world, but please 
keep the records straight on Sunny 
Jim. 
Minny M. H. AyYErs, 
New York. 
(Editor’s note: Mr. Calkins has 
confirmed the above facts to ADVER- 
ISING AGE.) 
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“Cosmopolitan” Listed 


Erroneously in Copy 

To the Editor: In the Liberty ad- 
vertisement in your March 25 issue 
the chart which pictured Liberty ad- 
vancing from thirteenth to eighth 
place among major magazines in 
total advertising revenue for 1931 


politan in thirteenth position in 
1932. Cosmopolitan has actually ad- 
vanced from twelfth to eleventh 
position in 1932. 

Will you kindly correct this error 
in an early issue? 

HArRotp F.. CLARK, 
Liberty, New York. 
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Better Than a Tonic 


To the Editor: Your editorial on 
A. T. and T. advertising in the April 
1 issue is better than a spring tonic. 
I want to thank you for it and as- 
sure you that it will help us dig 
in our toes a little deeper. 


T. T. Cook, 
Advertising Manager, American Tel- 
ephone and Telegraph Company, 
New York. 


, F F 


“Business” Not 20 Years 
Old, Says Ohlmacher 


To the Editor: As one of the 
group of ambitious young advertis- 
ing men who had something to do 
with launching the magazine Busi- 
ness, published by the Burroughs Ad- 
ding Machine Company for a number 
of years back, I was interested in 


April 1 issue, which refers to a cou- 
pon recently received by the La Salle 
Extension University. 

If this coupon was from an adver- 
tisement published in Business, it 
would have been an impossibility for 
it to have been originally put into 
circulation in 1912 as this magazine 
was not started on its career until 
somewhere around 1918. There was 
another magazine called Business 
published quite a while before that 
date, but according to my best in- 
formation, that particular 
passed out of existence in the very 
early part of the present century— 
at least, it had ceased to be some- 
time before I became actively inter- 
ested in matters of advertising and 
publishing. 

If the coupon in question was 20 
years old, it must have been from 
some other magazine than Business 
—or if it was from Business it could 
not be more than fifteen years old— 
although that, Heaven knows, makes 
it a veritable Methuselah among 
coupons. 

All of the foregoing is offered in 
the interests of that unfailing ac- 
curacy for which your well known 
publication is so justly famed. 


H. H. OHLMACHER, 
Brooke, Smith & French, Inc., 
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ADVERTISING AGE 


TECHNOCRACY’S 
HEAD POPS UP 
IN CIGAR COPY 


Admiration Boasts That It 
Is Made by Hand 


New York, April 6.—Somewhat be- 
latedly, technocracy is influencing 


' national advertising, E. Regensburg 


and Sons and their agency, Rose- 
Martin, Inc., having concluded that 


the discussion of this subject makes 
’ it timely to argue for hand work as 


against the machine in the adver- 
tising on Admiration cigars. 

Appropriateness of the new theme, 
and not any dissatisfaction with the 
effectiveness of the famous “last inch 
goodness” copy, is responsible for 
the new plan. The last inch theme 
has been used exclusively for more 
than three years in one of the big- 
gest long-term campaigns ever put 
behind a cigar, and the advertiser 
has no intention of relinquishing the 
hold on this talking point. 

For the time being the last-inch 
theme will be subordinated to the 
new thesis. When the novelty of the 


- Jatter has worn off, both points will 


be given equal emphasis. 

The first advertisement of the new 
series, which appeared in newspapers 
this week, is illustrated with the 
hands of a violinist. The cut lines 
read, “Better trained hands give the 
virtuoso richer, smoother tone. 
Equally unmistakable is finer hand- 
workmanship in cigars.” 


Appeal to Nationalism 
Subsequent advertisements will ex- 
hibit the hands of pianists, ball play- 
ers and others whose work requires 
highly skilled hands. All advertise- 
ments carry the same headine, “Made 
by Hand. Not Mass Production.” A 
quick appeal to nationalism is put 

into a concluding display line. 
“Today, when almost everything is 
made by machines, complete mass 
production seems to be the ultimate 
objective of almost every industry,” 
commented the agency. “For an ad- 
vertiser to emphasize, therefore, that 
his product is made by hand is in 
itself an unusual advertising theme. 
“Other reasons why the advertiser 
feels that now is the time to empha- 
size the fact that Admiration cigars 
are made by hand are, first and most 
important to the smoker, that the 
handmade cigar is definitely superior 

to the machine-made product. 
“Second, hand workmanship in- 
sures employment for men, instead of 
machines. In stressing, therefore, 
that the smoker should ‘Buy Amer- 
ican handmade products,’ the adver- 
tiser feels he is paving the way for 


' a buying movement which will result 


in considerably more employment. 
“In order to emphasize the value of 
hand production, the new Admiration 
campaign presents pictorially those 
many arts where human hands alone 
can secure the desired results, and 
the copy emphasizes the parallel be- 
tween hand craftsmanship in cigar- 
making and the artistry of the vir- 
tuoso.” : 


Seek to Tax Chains 


The Kentucky state revenue agent 


has filed petitions announcing his 


intention of suing National Broad- 
casting Company and Columbia 
Broadcasting System for payment of 
franchise taxes, on the ground that 
the chains perform a public service 
“not allowed by law to natural per- 
sons.” This is the first effort of any 
state to collect a franchise tax from 
a radio network. 


Fisk Rubber Sold 


The federal court at Boston this 
week confirmed the sale of Fisk Rub- 
ber Company, in receivership since 
1929, to a re-organization committee 
headed by Orrin G. Wood of Boston. 
The price was $3,030,000. 


Jackson Promoted 


I. W. Jackson, sales manager for 
Brunswick-Balke-Collender Company, 
Chicago, has been elected vice-presi- 
dent and a director of that organ- 


_ ization. 


Copy for Garden Spray 


California Spray-Chemical Corpor- 
ation, Berkeley, has released a new 
Pacific coast campaign featuring its 
Ortho garden sprays in territorial 
garden publications and trade papers, 
and is also using direct mail, window 
displays, and exhibits at garden 
shows. Long Advertising Service, 
San Francisco, is in charge 


Miss Slater Passes 


Margaret B. Slater, 67, who served 
on the staff of Iron Age, New York, 
from 1913 to 1929, died April 1 at 
her home in New York. 


Stetson Names Ayer 
The account of Stetson Shoe Com- 
pany, Inc., South Weymouth, Mass., 
has been placed with N. W. Ayer & 
Son, Ine. 


Former Agency 
Again Named by 
Thompson Chain 


Chicago, April 6—With John R. 
Thompson, Jr., again at the head of 
Thompson Restaurants, as the result 
of his victory at the annual meeting, 
the account has returned to Mitchel, 
Faust, Dickson & Wieland. 


Use New Copy 


The agency used large space in 
Chicago newspapers this week, the 
copy having the double purpose of 
informing the public that the des- 
tinies of the chain are back in the 
hands of the son of the founder and 


of whetting appetites for Thompson 
food. 

The copy differed from that re- 
cently used in that it contained three 
specific food offerings, quoting prices. 
At the same time, it was given a 
strong institutional flavor by a half- 
tone of Mr. Thompson, Jr., and his 
signature over a statement of the 
program. 


May Expand Campaign 


Five cardinal points on which the 
chain will base its appeal to the pub- 
lic were also listed. 

Thus far, copy is confined to Chi- 
cago. The new president, however, 
is advertising-minded and is expected 
to wage a vigorous campaign in the 
twenty-odd cities in which restau- 
rants are maintained by the Thomp- 
son chain. 


Joins Display Firm 

B. Franklin Haugh, at one time 
eastern sales manager of Jam Handy 
Picture Service, and more recently 
sales manager for Visual Service 
Company, has joined the New York 
sales staff of Scene-in-Action Cor- 
poration, specializing in colored mo- 
tion displays. 


Biddick Expands 
Walter Biddick Company, Los An- 
geles radio representative, has open- 
ed a northern California office in the 
Monadnock Bldg., San Francisco. 
Tom Soth is local manager. 


To Have May | Market 


An official May market will be held 
at American Furniture Mart, Chi- 
cago, May 1-6, for the first time in 
the Mart’s history. 


UPPOSE you asked three friends of 
yours to describe your wife. 


One might think of her as good com- 
pany—a gay, responsive person who is 
noticeably very much in love with you. 

Another might see her primarily as a 
wife and mother—a genius in the kitchen 
and a benevolent tyrant when Johnny 
comes home with a report loaded with 
C’s and D’s. 

A third might see only another side of 
her nature. To him she might be a smart- 
ly dressed woman, charming to look at, 
whose complexion is well worth the time 
she has spent on it at her dressing table. 


And you, knowing all three of these 
women as your wife, agree with all of 
these observations. For as far as her 
moods are concerned, your wife, like 
every woman, leads a triple life. And 
these moods fall under three main classi- 
fications: Romance, Her Home, Herself. 


Woman’s instinct for order has com- 
pelled her to keep these moods each in a 
separate mental compartment. Knowing 
this, McCall’s knows also that only a 


magazine of triple aspect could meet her 


needs. That is why, in a brilliant new 
make-up, McCall’s now arranges its con- 
tents according to these three main in- 
terests of a woman’s life. 

The new McCall’s is in reality three 
magazines in one. To meet woman’s need 
for recreation and romance, McCall’s has 
given her first a magazine of Fiction and 
News. Then comes a second four-color 
cover to mark the beginning of a maga- 
zine which meets her domestic moods 
and intensifies them—McCall’s Home- 
making. Then, to satisfy her interest in 
her personal appearance, comes McCall’s 
Style and Beauty behind its own four- 
color cover. All three, bound together as 
a unit, make up the new McCall’s. 

As for advertising, McCall’s now offers 
the opportunity of a similarly appro- 
priate arrangement, to the mutual ad- 
vantage of both readers and sponsors. 
As in the modern department store, like 
things may now be grouped with like. In 
the new McCall’s there need be no fear 
that advertisers will say the right thing 
to the right woman at the wrong time. 

Radical? Only in the sense that it has 
never been done before. But you may be 


THREE, AT LEAST— FOR EVERY WOMAN LEADS A TRIPLE LIFE 


sure that we did not remake McCall’s 
this way before we knew from experience 
that only such a magazine of triple aspect 
could bring the greatest help to the 
triple lives that modern women lead. 
And after the first new issue went on 
sale, an unprecedented increase in letters 
from the women on McCall Street told 
us how right we were. McCall’s Maga- 
zine, 230 Park Avenue, New York City. 


Lhe New 
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PUSH JOINT COAL 
MARKETING PLANS 


Cincinnati, O., April 6.—Joint mar- 
keting plans for various organiza- 
tions of coal producers continued to 
hold the spotlight in the industry 
this week as a result of the recent 
United States Supreme Court de- 
cision holding that organization of 
Appalachian Coals, Inc., was not in 
restraint of trade. 


Meet in Cleveland 


While leaders of that organization, 
which has established permanent 
headquarters here, were announcing 
the addition of Noble P. Schneider, 
vice-president of Consolidated Coal 
Company, to Appalachian’s board of 
directors, nearly 100 coal operators, 
representing mines in three Ohio dis- 
tricts and the West Virginia pan- 
handle, gathered in Cleveland and 
approved plans for the organization 
of Northern Coals, Inc. 

At the same time, eastern anthra- 
cite producers were preparing for a 
meeting in Atlantic City starting to- 
morrow, at which it is reported the 
most important business will be the 


proposal to set up a joint marketing 
plan for the group. 

With the addition of Consolidated 
Coal Company to its organization, a 
capacity of 3,000,000 tons has been 
added to the production of Ap- 
palachian Coals, giving the group a 
measure of control over 76 per cent 
of the available high volatile ton- 
nage of Kentucky, Virginia, West 
Virginia and Tennessee. 


Gerth Opens Agency 


Edwin P. Gerth, formerly with the 
San Francisco office of Albert Frank- 
Guenther Law, has opened offices for 
his own agency, Edwin P. Gerth & 
Co., in the Russ Bldg., San Francisco. 
Among the accounts handled are Pa- 
cific Portland Cement Company, 
Must-Hatch Baby Chicks, Hallawell 
Seed Company, Watrola Corporation, 
and Power Stat Corporation. 


Greig Opens Office 


H. J. Greig, formerly with the San 
Francisco office of Scott-Howe-Bowen, 
has opened offices at 485 California 
St., San Francisco, and will act as 
a radio station representative. 


Stern With Carnation 


Norman H. Stern, formerly an ac- 
count executive with Hamman-Lesan 
Company, has been named district 
manager for Carnation-Albers, San 
Francisco. 


Foust Made 
Director of 


Elgin Watch 


Chicago April 6.—Chester Foust, 
widely known executive of Erwin, 
Wasey & Co., has been named a di- 
rector of Elgin National Watch 
Company. 

Elgin advertising, however, will 
continue in the hands of the Chicago 
office of J. Walter Thompson Com- 
pany. 

These announcements were made 
today by Frank R. Brodsky, adver- 
tising manager of Elgin. 

“Mr. Foust was selected for the 
post so that we might have the bene- 
fit of his outstanding merchandising 
ability,” said Mr. Brodsky. “At the 
same time we are highly pleased 
with the service given us by the 
Thompson agency.” 

Advertising office of the Elgin Na- 
tional Watch Company has been 
moved from Chicago to Elgin. Mr. 
Brodsky, however, will be in Chi- 
cago every Saturday morning. 


P. A. A. A. in New Office 

Pacific Association of Advertising 
Agencies has occupied new offices in 
the Russ Bldg., San Francisco. 


Yo 4 


HEADQUARTERS 


for Oregon Housewives 


ATURDAY’S Morning Oregonian 

is the most valuable contact of the 
week for food advertisers in Portland. 
Here is food headquarters for Oregon 
housewives.° Why? Because the Sat- 
urday Oregonian food pages (four of 
‘em right up front in the main news 
section) give Portland housewives the 
latest and finest food listings of the 
week. . . . Because Oregonian ad- 


vertisements 


reach the minds and 


pocketbooks of Portland’s able-to- 
buy families. . . . And because The 
Oregonian has a tremendous and 
loyal following among Oregon women 
—107,230 of whom wrote or phoned 
The Oregonian Home Economics 
Department in 1932. 

Food advertisers get contact and 
action in Saturday’sOregonian. Try it! 


Che Oregaman 


PORTLAND, OREGON 


J. T. CROSSLEY, Advertising Director 


National Representatives, VERREE & CONKLIN, INC., New York, Chicago, Detroit, San Francisco 
National Color Representatives, ASSOCIATED NEWSPAPER COLOR, INC., New York, Chicago, Detroit, Los Angeles 
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PRIVATE LABELS 
HAVE HIT PEAK, 
REPORT ASSERTS 


A. |. F. D. Studies Growth 
of Voluntary Claims 


New York, April 6.—Following a 
long period of demoralization, the 
food distributing organizations of the 
United States are again reasonably 
well stabilized, according to the 
American Institute of Food Distribu- 
tion’s fourth study of voluntary 
chains, “The Voluntary Chains—An 
Adjustment in Relationships and 
Methods,” sent out this week. The 
report concludes that the saturation 
point has been nearly reached in the 
growth of voluntary chains. In tne 
past year this type of outlet has in- 
creased from 83,244 stores to between 
85,000 and 90,000 stores, controlling 
more than 30 per cent of the total 
retail grocery business. 

The report indicates that expan- 
sion of private labels has been halted 
and attributes much of the current 
interest in them to the voluntary 
chain’s need of protection against 
price-cutting by competitive retailers. 
The larger voluntaries remain the 
most aggressive advocates of private 
labels, while the smaller, wholesaler- 
sponsored groups, formed primarily 
to get price concessions on staples 
and national brands, are more 
anxious to capitalize on the demand 
for nationally advertised merchan- 
dise. 

How Private Labels Fare 


Extensive private label lines are 
promoted by 40.2 per cent of the 
representative voluntary chain gro- 
cery organizations. Limited stocks 
of private label goods are carried by 
22.5 per cent, while only 16.2 per cent 
of the 413 groups questioned stated 
definitely that they did not market 
goods under their own labels. 

The most popular product sold 
under a private label is coffee. 
Canned vegetables are’ next. 

Private label coffee is sold by 71.2 
per cent, canned vegetables by 43.6 
per cent. Percentages on other prod- 
ucts include: 

Canned fruits, 37.2; pepper, spices 
and condiments, 28.7; flour, 27.6; 
cereals (hot), 24.4; canned milk, 
23.4; tea, 19.1; macaroni, spaghetti 
and noodles, 19.1; jellies, preserves, 
mayonnaise and salad dressings, 18; 
extracts, 17; canned fish, peanut but- 
ter, catsup and chili sauce, 14.9; 
olives and salt, 13.9, and pickles, 
vinegar and butter, 10.6. 

In addition to the need of price 
protection, the reasons given for the 
promotion of private brands, accord- 
ing to the report, are the desire to 
create consumer demand, to give bet- 
ter quality and more control over 
quality, to obtain better mark-ups, to 
persuade manufacturers to lower 
prices on established brands and be- 
cause no nationally advertised brands 
of certain items are available. 


Seek Cost Figures 


The authors of the report expressed 
some surprise at the fact the im- 
proved merchandising practices of 
voluntary chains have not progressed 
to the point where they have made 
an effort to arrive at actual distribu- 
tion cost figures on the various items, 
and that national advertisers have 
not endeavored to supply these fig. 
ures as a means of defending their 
price position. 

“Manufacturers urge, with reason, 
that a standardized commodity, pur- 
chased as needed and moving to a 
rapid turnover, can be handled at 
much less cost than a similar item 
which must receive greater attention 
in buying and selling and which ‘turns 
the invested capital slowly,” said the 
report. “Unfortunately, the cost fac- 
tors in distribution have not been 
standardized even to the point where 
they can be appraised in terms of 
relative percentage. 

“The wholesaler and the retailer 


each have in mind a certain percent- 


<=», 


GRACIOUS HOSTESS 


Mary Coffee, president, Women's 
Advertising Club of Chicago, which 
will hold its annual benefit bridge at 
the Drake Hotel, Saturday after. 
noon, April 15. Proceeds will go to 
the club's loan fund. A feature of 
the event will be the distribution of 
a multitude of prizes and favors 

donated by national advertisers. 


age above cost that they regard as 
the margin they must collect in order 
to receive wages for their services. 
Any item that does not pay this mar- 
gin is regarded as being handled at 
a loss. 

“This is not sound, but manufac- 
turers have lost an opportunity to 
get facts that would strengthen their 
position by failing to join with dis- 
tributors in gathering material 
needed to establish even approximate 
cost standards to be recognized in 
minds of buyers and merchandisers.” 


Drive on Beer 


Market Started 


By Kelvinator 


‘Detroit, Mich., April 6.—With an-| 


nouncement of a complete line of 
beer cooling equipment, Kelvinator 
Corporation is launching a direct 
mail program to the dispensing mar- 
ket, selling the idea that the “Kel- 
vinator refrigeration engineer” is the 
man best qualified to specify refriger- 
ation needs in the new industry. 
First mailing is 30,000 pieces. 

The company is holding a series of 
district training schools for its sales 
force to acquaint its commercial 
salesmen with the new equipment 
and to give them an intensive course 
in beer refrigeration that will estab- 
lish them as “authorities” on the 
subject. 

Through a distributing agreement 
with Liquid Cooler Corporation, De- 
troit, manufacturers of Temprite 
beverage cooling units, a Kelvinator- 
Temprite combination will be sold 
as a unit. 


Committee Heads for P. A. 
C. A. Meet Named 


Carl Haverlin, Bowman, Deute, 
Cummings, Inc., has been appointed 
chairman of the radio departmental 
for the annual convention of Pacific 
Advertising Clubs Association, to be 
held in Sacramento, Cal, June 18-21. 

Other departmental chairmen an- 
nounced are Garnet J. Weigel, 
Knight-Counihan Company, sales 
managers departmental and Howard 
Willoughby, Foster & Kleiser Com- 
pany, outdoor advertising depart- 
mental. 


Thorburn Joins Bank 


Donald B. Thorburn, formerly with 
the Pacific coast edition of Wall 
Street Journal, has been appointed 
assistant vice-president in charge of 
public relations for Bank of Amer- 
ica, San Francisco. Peter Michelson 
continues as advertising manager for 
the bank. 


Joins Allied Group 


Midland Advertising Service, De- 


catur, Ill., is the newest addition to 
Allied Service Agencies, a group of 
co-operating advertising agencies. 
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ILLINOIS FIRST 
BIG MARKET TO 
GET SALES TAX 


Study Effect of | New Levy of 
3 Per Gent 


Chicago, April 6.—The efficacy of 


| the sales tax is to have its first big- 
| gcale test, being put into effect in 
' Illinois April 1, in spite of a tem- 


porary injunction secured by its op- 
ponents. 

Though a number of states have 
experimented with the sales tax, the 
list has not included any of the 
major markets. In 1930, retail trade 
in Illinois aggregated $3,687,360,000, 
or 7.37 per cent of that of the entire 
country. Only two other states, New 
York and Pennsylvania, exceeded 
this ratio. 

The Illinois sales tax was passed 
as a relief measure, the entire pro- 
ceeds being intended to aid the poor. 
If the temporary injunction is made 
permanent, the retailers collecting 
the tax will return it to those able 
to show receipts. 

Outside of the large stores, how- 
ever, few give receipts, and the sales 
tax will go into the tills of dealers. 
Indications are, however, that the 
courts will uphold the validity of the 


tax. 

Considerable dissatisfaction has 
been shown by the public. One rea- 
son is that the tax applies to such 
necessities as milk and bread, which 
have been exempt in other states. 
Another is the absence of fractional 
currency, the buyer paying a tax of 
one cent, or 20 per cent, on a five- 
cent purchase. 


State Street stores endeavored to 
meet this situation by absorbing the 
tax on purchases up to ten cents. 
The John R. Thompson Company, 
restaurant chain, is issuing its own 


Give Fractional 


tokens consisting of slips of paper 
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reading, “Good at any Thompson 
Restaurant for one-third of one cent 
in payment of the Illinois Sales 
Tas.” 

A drug chain which has been sell- 
ing popular price cigarettes at two 
for 23 cents raised the price to two 
for 25 cents, one cent being the sales 
tax and the other added increment. 

Great Atlantic & Pacific Tea Com- 
pany changed its selling prices to 
cover the tax on many items, so that 
the charge is invisible. 

Apparently there is no escape from 
the tax on articles of every-day con- 
sumption, but some astute dealers in 
higher-priced specialties are con- 
sidering means of attracting trade by 
eliminating the tax. 

Along Automobile Row, for in- 
stance, it is whispered that several 
dealers are considering the estab- 
lishment of branches at near-by Ham- 
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: Salesmanship, 


Chicago newspapers will inform the 
public that it can save $30 on a 
$1,000 car by purchasing outside of 
Illinois. 

On the other hand, it is predicted 
that tokens will be made available, 
so that the exact tax indicated may 
be charged, and that the public will 
then willingly support the state in 
its endeavor to provide for the poor. 

Unofficial rulings received by pub- 
lishers indicate that the sales tax 
will affect subscriptions sales of 
Illinois publishers to persons within 
the state. Advertising is not affected. 


Bethge Heads D.M.A.A. 


Convention Committee 


Charles A. Bethge, Chicago Mail 
Order Company, has been appointed 
general chairman of the convention 
and exhibition committee for the 
meeting of Direct Mail Advertising 
Association in Chicago, Sept. 26-29. 
Robert G. Marshall, Marshall Letter 


| Service, is vice-chairman. 


J. C. Aspley, publisher of Printed 
is chairman of the 
Program committee. Paul S. Van 
Auken is in charge of the conven- 
tion management. 


Cornelius New Vice- 


President of B. B. D. & O. 


John C. Cornelius has been ap- 
pointed vice-president in charge of 
the Minneapolis office of Batton, Bar- 
ton, Durstine & Osborn, Inc. 

He has been associated with the 
company’s Minneapolis office for two 
years, prior to which he was con- 
nected with the Chicago Tribune, 
Reuben H. Donnelley Corporation, 
Des Moines Register and Tribune, 
and Winter Advertising Agency, Des 
Moines. 


Form Hardware Group 


Eagle Hardware Stores, Inc., has 
been formed by 52 Cleveland hard- 
ware retailers. A double page ad- 
vertisement in local papers heralded 
the chain this week. 


Erie Railroad 


Enlarges Campaign 
Erie Railroad has expanded its 
magazine advertising schedule to in- 
clude Nation’s Business, Business 
Week, Fortune, Traffic World, West- 
ern Shipper and Grower, and other 
publications. Griswold - Eshleman 
Company, Cleveland, is in charge. 
A new copy theme is being em- 
ployed, featuring the speed and fa- 
cilities of the railroad in handling 
freight. Dramatic photographs of 
speeding trains feature the series. 


White Changes Agencies 


A. S. White, formerly with the 
Detroit office of J. Stirling Getchell, 
Inc., has joined the Green, Fulton, 
Cunningham Company, Chicago, to 
do research and copy. 


PLYMOUTH PLANS 
DE LUXE MODEL 


Detroit, Mich., April 6.—Plymouth 
Motor Corporation will soon intro- 
duce a new, higher-priced car to be 
known as the DeLuxe Plymouth Six. 
The company’s policy, according to 
Harry G. Moock, general sales man. 
ager, will be to manufacture two 
lines of automobiles—the present 
Plymouth Six and the DeLuxe model. 

Advertising plans and date of na- 
tional announcement have not yet 
been definitely decided, J. Stirling 
Getchell, Inc., the Plymouth agency 


said. Dealers, however, are already 
receiving window display and pro- 
motional material to be used as they 
receive cars. 

The new car will have a 112-inch 
wheelbase and a_ proportionately 
longer frame. Prices, as outlined in 
dealer literature, will range between 
$20 and $30 above those of present 
models. 


Jerome Chase Dead 


Jerome B. Chase, president, the 
Moss-Chase Company, Buffalo, N. Y., 
agency, died March 29. 


Outdoor Paper Quits 


Outdoor America, published by 
Izaac Walton League, has been dis- 
continued. 
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Medics Cromer SY 


Greater Louisville and its 
rich, diversified market, 
KENTUCKIANA, can be 
effectively reached at one 
low cost through a single 


medium— 


DIVERSIFIED 


The United States 
Capitol, 
Washington, D. C. 


INDUSTRIES — 


Ventilated By ~ 
AMERICAN AIR FILTERS 


These buildings and hundreds of 
others, located in every section of the 
country, are equipped with air filters 
made by the American Air Filter Com- 
pany of Louisville, Kentucky. 


OF. 


(itt, 


LOUISVILLE 


This concern, which produces a com- 
plete line of dust control equipment 
and maintains a nation-wide organi- 


zation, is by far the largest of its kind 
in the world. 


The American Air Filter Company is another of 
the |arge manufacturing plants which contribute 
to the economic stability of this important Middle 
Western industrial center, Greater Louisville. 


THE COURIER-JOURNAL 
THE LOUISVILLE TIMES 


Major Market Newspapers, Inc. 


ole 


Audit Bureau of Circulations 


REPRESENTED NATIONALLY BY THE BECK WITH SPECIAL AGENCY 
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0-CEDAR TAKES 
STAND AGAINST 
PRICE-CUTTING 


Reduces Prices, Gives New 
Sales Aid 


Chicago, April 6—While providing 
dealers with an effective new floor 
display stand to help them combat 
the house-tohouse canvasser, “the 
billion dollar shadow on the retailer’s 
door,” O-Cedar Corporation has is- 
sued a stern pronouncement on the 
question of price-cutting. 

“Because of unreasonable price- 
cutting, practiced by some retailers,” 
said the company, “the handling of 
O-Cedar has become less profitable to 
a great number of retail dealers than 
is justified by active consumer de- 
mand and high quality of the mer- 
chandise. 


“No Further Dealings” 


“We are convinced that the quick- 
est and surest way to discourage and 
correct this price-cutting, and the 
most profitable policy for all con- 
cerned, is to reduce the cost to deal- 
ers, making it possible for them to 
sell at the suggested low prices and 
at the same time, maintain their 
legitimate profit margin. 

“We shall do everything possible 


SHOW OF CLIENTS' PRODUCTS DRAWS CROWD 
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One view of the interior of the Procter & Collier Building, Cincinnati, 


during the recent exhibit of clients’ products. 


Every room was 


crowded with a diversity of products made by the agency's 64 

clients. On the walls may be seen some of the famous quilts belong- 

ing to Stearns & Foster Company, which will be shown at the Chicago 
World's Fair. 


to prevent damaging price-cutting in 
the future and are determined to 
have no further dealings with those 
not in accord with this policy. 

“We recognize the responsibility of 
enforcing this policy is our own, and 
we do not ask anyone to share that 
responsibility.” 

The company also asserted that 


THE HOME 


vertising. 


BIG 


DISTRIBUTION GETS RESULTS 


A: vital part of our service to national advertisers who want quick and 
positive results in the Chicago market is in selecting home areas where de- 
mand for their products will logically be greatest. 

Send for our booklet, “THE MARKET, CHICAGO," telling 
take advantage of the flexibility and economy of Direct-to- 


ADVERTISING CARRIERS 
20 EAST 8' ST. CHICAGO 


how YOU can 
_ad- 


your daily newspaper. 


tion every week ! 


Don’t Borrow—Read Your Own 
Copy of Advertising Age! 


Advertising Age costs no more per copy than 


Enter a personal subscription for yourself and 
be sure of having up-to-date advertising informa- 


ADVERTISING AGE, 


537 S. Dearborn St., 
Chicago. 


ee 


$1 a Year .. 52 Issues 


USE THE COUPON 


You may enter my subscription for one year. 
$1 (check, currency, or money order). 


I enclose 


canvassers charge more for merchan- 
dise than does the dealer. The logical 
corrective, it “assured dealérs, is 


harder selling. Ma ‘ 
y Stand is an ‘aid to 


The new display 

this end. It is colorful, light, strong 
and compact and can be moved with- 
out damage to the merchandise. 
Created by Compton & Sons, St. 
Louis, the stand is being provided 
without charge to dealers having 
adequate stocks. 

A simple, convincing folder not 
only gives the dealer these facts, but 
tells him that the 658 housewives in 
his neighborhood are spending $2,803 
annually for mops, polish and in. 
secticides. The figures are broken 
down by products so that each dealer 
can gauge the possibilities. 

Since the new stand occupies less 
than two square feet of floor space, 
the O-Cedar line should yield rich 
dividends, the company adds. 

O-Cedar advertising is handled by 
Hays MacFarland & Co. 


Camel Magic Theme 


Presented in Cartoons 


Entering a new phase, the news- 
paper campaign for Camel cigarettes 
which has been featuring explana- 
tions of magicians’ tricks, is now 
being featured in cartoon strip form. 
The general theme of the campaign 
remains unchanged. 

Wm. Esty & Co., New York, is the 
Camel agency. 


Philip Morris on Air 

Philip Morris cigarettes will inau- 
gurate a 52-week thrice weekly pro- 
gram over NBC-WEAF April 17, at 
8:45 p. m., E. S. T. Wednesday and 
Saturday programs will .be at 9 
o’clock. The fifteen-minute broadcast 
will feature the band of famous 
brands with Ranny Weeks. 


Starts New Campaign 


Using full newspaper pages in 
color and a_ widespread outdoor 
showing, Associated Oil Company, 
San Francisco, has launched a new 
campaign for its Flying A gasoline, 
featuring “flowing power.” Lord & 
Thomas, San Francisco, is in charge. 


Starts “Mayfair” 


Mayfair, the Magazine of Southern 
Life, has been announced by Burdick 
Publishing Company, 232 Luckie St., 
N. W., Atlanta, Ga. H. H. Burdick, 
formerly with House Beautiful and 
Architectural Record, is editor and 
publisher. 


James MacMullen Dies 


James MacMullen, 74-year-old edi- 
tor and manager of San Diego, Cal., 
Union and Evening Tribune, and 
chairman of the board of Union-Tri- 
bune Publishing Company, died April 
2 of heart disease. 


Opens Model Store 


McCormick & Co., Baltimore, Md., 
manufacturers of teas, spices and ex- 
tracts, have opened a model store for 
the benefit of retailers. Nothing is 
sold. 


PEBECO 3-FOR-$1 
OFFER STIRS IRE 
OF RETAIL GROUP 


New York, April 6.—Little justifi- 
cation was seen by executives of 
Lehn & Fink, Ine., for retailers’ 
criticisms of the company’s bank 
holiday campaign inviting consum 
ers to exchange their personal check 
for $1 for three tubes of Pebeco 
toothpaste at any drug store. The 
offer was made in a 300-line adver- 
tisement which was run three times 
in newspapers in 19 leading cities 
within a period of 10 days following 
announcement of banking restric- 
tions March 4. 

Dealers’ resentment, apparently, 
was based on the advertising’s admis- 
sion that they could logically be ex- 
pected to retail Pebeco at prices ap- 
proximating those at which they 
regularly sell it, instead of the estab 
lished price of 50 cents which the 
manufacturer has vainly sought to 
maintain. Some said such campaigns 
usurp the retailer’s right to run his 
own business, and others took occa- 
sion to make general, unfavorable 
comment about the pricing policies 
of a number of manufacturers in the 
drug field. 

“Lehn & Fink have had an adver- 
tising brainstorm as follows,” said 
the bulletin of the Northern Cali- 
fornia Druggists Association. “You 
accept your customer’s check made 
out to Lehn & Fink for $1 in pay- 
ment of three tubes of Pebeco; you 
send the checks to them and they 
will give you credit for the same. 

“The crowning glory of this re- 
markable plan—hatched by this fi- 
nancial and also somebody’s mental 
depression—lies in the fact that this 
manufacturer advertises direct to the 
public at the price of three for $1— 
a toothpaste which costs us list $4.20. 


Waxes Sarcastic 


“We believe in whole-hearted co- 
operation with such magnanimous 
people and therefore suggest to our 
customers to send their checks direct 
to these people—good checks and bad 
checks alike—so that this parent of 
a scintillating new idea may not be 
deprived of the full reward and get 
all the remarkable profit which they 
are so anxious to allow ‘friend drug- 
gist’.” 

The list quoted in the bulletin is 
the wholesalers’ quotation, from 
which discounts of 10 and 2 are al- 
lowed. Retailers regularly sell Pe- 
beco at prices ranging from 29 to 
45 cents, 39 cents being the favorite. 

The consumer copy featuring the 
special offer notified the dealers that 
the company would accept their cus- 
tomers’ checks for new merchandise 
or in payment of standing accounts. 
It was not practical to state full de- 
tails in the consumer copy, but 
within a day or two after the first 
advertisement appeared, all retailers 
were informed that they could either 
use the checks to settle old accounts 
or to purchase additional quantities 
of Pebeco at the special price of four 
tubes for $1, and that the company 
would stand any losses incurred by 
bad checks. 

“We are now in position to say 
that the campaign was entirely suc- 
cessful, both from our standpoint and 
that of the progressive retailer with 
whom we are anxious to cooperate,” 
said a spokesman for the advertiser. 

“The deal made up loss of the cus- 
tomary dealer profit, while the terms 
of the consumer offer, specifying a 
quantity purchase to be made during 
a brief period when extraordinary 
conditions prevailed, could not have 
the effect of setting a permanent 
price for Pebeco. 


Retailers Cooperated 


“The principal objectives of this 
short campaign were to maintain 
morale of the consuming public and 
to promote the business generally of 
retailers handling our line. Progres- 
sive retailers were quick to appre- 
ciate our intentions and hastened to 
cooperate in the belief that we were 
working for the common good. 

“These dealers availed themselves 
of our offer to make new friends, to 
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increase their intake of cash and to 
sell other items to consumers draw 
to their stores by the proposition.” . 

Merton E. Millsap, of the merchan. 
dising department of the San Fran. 
cisco News, who is familiar with 
conditions in the territory in which | 
the most vigorous complaints were 
made, sympathizes with the offendeg 
dealers and advises other manufac. 
turers to take the Lehn & Fink ip. 
cident as a hint to reconsider their 
pricing policies. 

“The druggists’ association in Cali-| 
fornia has a list of blackballed ac. 
counts that includes practically every 
well known eastern manufacturer,” 
he said. “It would serve anyone ag 
a complete, up-to-the-minute directory 
of organizations making and selling | 
drug items. ] 

“To judge from its length one 
would say that such a policy is most 
prevalent. One might go further, if 
possible, and even state that the 
manufacturer considers his organiza- 
tion in the piker class until it makes 
a good reputable blacklist by forcing — 
his item through his outlets at no 
profit to the outlets. 


Some Gain Good Will 


“There are some manufacturers 
who possess the dealer’s good will. 
They include names large enough to 
warrant thought. Vick and Dr. 
Mile’s are two. Others are Squibb, 
Ex-Lax, Creomulsion, and Feenamint, 
just to mention a few here in Cali- 
fornia. These few, I am assured, 
don’t run up against ‘substitution 
trouble.’ 

“Would it be along the line of 
‘agency function’ to suggest to the 
salesmanager that the mortality rate 
among their media’s merchandising 
staffs justifies the arrangement of 
a fair profit to the retailer? Then 
in the midst of his flabbergastness, 
we could ascertain how many denti- 
frices he stocks and why.” 

Lehn & Fink Inc., refused to dis- 
cuss Mr. Millsap’s charge, implying 
that the retailer’s refusal to co 
operate in maintaining a resale price. 
which affords him a fair profit is so 
well known that comment is super- 
fluous. 

With many other advertisers in 
the drug field, Lehn & Fink, Inc., dis- 
continued price mention in their ad- 
vertising a number of years ago, re-_ 


versing the practice only in the jp 


special Pebeco campaign. The estab- | 
lished price of Pebeco, as stated on 
the package, has always been the 
same, 50 cents. 


G. E., American Radiator 
Have Air Conditioner 


General Electric Company and 
Campbell Metal Window Company, a 
subsidiary of American Radiator and 
Standard Sanitary Corporation, have 
jointly developed a new air condi- 
tioning unit for homes, offices, shops, 
hotels, etc. 

It will be distributed through the 
air conditioning department of Gen- 
eral Electric and through selected 
trade channels of Campbell. 


Berry Bros. Launch 
Paint-Up Campaign 
Berry Bros., Detroit, are launching 
a direct mail campaign to the trade 
on “Berrycraft” house paints, which | 
is built around personalized — 
charts and includes extensive distri- 
bution of literature by dealers. ) 
Spot radio announcements and out-. 
door showings are being used to 
reach consumers. Maxon, Inc., De- 
troit, is the agency. 


Dunlap on Committee 


Walter F. Dunlap, president of 
Klau-Van Pietersom-Dunlap  Asso- 
ciates, has been named a member of 
the general council to make arrange- 
ments for the “Volksfest” celebration 
April 17 in Milwaukee, to observe 
the return of beer. 


To Conduct Surveys 


John B. Meagher, for the past two 
years a member of the research and 
merchandising staff of the Pittsburgh 
Press, has organized Market Survey 
Company, Investment Bldg., Pitts- 
burgh. 


Byers Transferred 
W. C. Byers, formerly assistant 
advertising manager of Chevrolet 
Motor Company, has been trans- 


ferred to national used car promo- 
tional work. He remains in Detroit. 
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ADVERTISING AGE 


GETS THOUSANDS 
OF NAMES, THEN 
DISCARDS THEM 


Conoco Picks Own Name for 
New Product 


Dallas, Tex., April 5.—Frankly ad- 
mitting that it has selected a name 
of its own choice for its new gaso- 
line, despite a contest which had 
been given unusually widespread 
publicity, Continental Oil Company 
used 1,000-line newspaper space in a 
long list of papers throughout its 
trade territory today to announce 
that its new product will hereafter 
be known as Conoco Bronze. 

Under the headline, “Nicknamed! 
That’s what happened,” the text ex- 
plains: 

“The contest for a name and slo- 
gans for Conoco’s new gasoline is 
over. The winning names and slo- 
gans have been selected and awards 
made to the contestants listed here. 

“More than half a million good 
friends tried sincerely to help us, and 
we are grateful to all of them for 
the names and slogans sent us, each 


consideration. 

“Even though we have selected 
and paid for a splendid name, we 
find we cannot use it or any of the 
many hundreds of good names sub- 
mitted. 

“Here is what happened: 


Too Late to Change 


“Personality always wins a ‘nick- 
name.’ We never thought of that in 
our anxiety to get a good name for 
an outstanding gasoline. Bronze was 
used as a color to make this new 
gasoline distinctive and to protect 


our customers. It was liked by 
everybody —they, you; everybody 
called it Conoco Bronze. So, try as 


we might, we couldn’t change it now. 
It will always be known as Conoco 
Bronze. It had too much personality 
to avoid this popularity rating — 
‘nicknamed’! 

“Therefore, conforming with con- 
test rules, we are using a name of 
our own creation, the name used in 
all the contest advertisements — 
‘Conoco Bronze’—even though it is 
not the name for which we paid 
$5,000. 

“Each user of Conoco Bronze gets 
a@ perpetual prize of instant starting, 
lightning pick-up, greater mileage 
and power—for it is a great gaso- 
line.” 

The list of prize winners in the 
campaign appeared in a panel beside 
the text. Cash prizes. totalling 
$10,000 were distributed. 


Undertakers to 
Supply Music Free 


Lain & Son, Chicago undertakers, 
used large space in the Chicago Sun- 
day Tribune this week to announce 
that the Imperial Quartet, well 
known singers, will hereafter be 


held in the organization’s chapel, 
without additional charge. 

The services of an organist are 
also being supplied without charge. 


Bounds Joins KMOX 


George E. Bounds, formerly sales 
director of Parks Air College, has 
joined radio station KMOX, St. 
Louis, as director of advertising and 
publicity. 


Foreign Trade Meeting 


The Twentieth National Foreign 
Trade Convention will be held in 
Pittsburgh, April 26-28, under the 
auspices of National Foreign Trade 
Council, 1 Hanover Square, New 
York. 


Tilden Appoints Root 


Advertising of the Tilden Com- 
pany, New Lebanon, N. Y., pharma- 
ceuticals, has been placed with Root 
Advertising Agency, Chicago. Med- 


Five A. F. A. Committee 
Chairmen Start Work 


Program chairmen for five of the 
national departmental groups of Ad- 
vertising Federation of America have 
been appointed for the A. F. A. con- 
vention in Grand Rapids, Mich., June 
25-29. They are: 


Newspaper Advertising Executives 
Association, Irwin Maier, advertising 
manager, Milwaukee Journal; Out 
door Advertising Association, Clar- 
ence D. Blessed, president, Walker & 
0.; Direct Mail Advertising Associa- 
tion, E. Lee Turley, United States 
Advertising Corporation, Chicago; 
Talking motion picture’ group, 
Francis H. Lawton, Jr., General Busi- 
ness Films, New York, chairman, E. 
C. Kuhn, vice-president, Atlas Educa- 
tional Film Company, Chicago, vice- 
chairman; American Community Ad 
vertising Association, Charles F. 
Hatfield, secretary, St. Louis Conven- 
tion and Publicity Bureau, chairman, 
Don E. Mowry, Sears, Roebuck & Co., 
Chicdgo, vice-chairman. 


Beecher Leaves Gardner 


Edward Beecher, who has been 
vice-president of Gardner Advertis- 
ing Company, St. Louis, since 
Beecher-Cale and Maxwell combined 
with Gardner in January, 1932, has 
resigned from the agency. He will 
re-enter the agency business under 
his own name within a short time. 


Hoover Creates 
New Prospects 


With ‘Special’ 


North Canton, O., April 7.—For the 
first time in its history, the Hoover 
Company offered last Sunday, via a 
color page in The American Weekly, 
a reconditioned Hoover cleaner. Two 
models were advertised at the sensa- 
tional prices of $21.95 and $28.95. 

Punch was added to the copy by 
indicating in each of the 17 Hearst 
papers with which the Weekly is dis- 
tributed, the local dealers stocked 
with Hoover specials. The co-opera- 
tion of department stores and others 
featured in the advertising was such 
that the company regar@s the sale 
as a strong educational feature, as 
well as an immediate source of 
profit. 

The reconditioned machines were 
those taken in trade, for the most 
part. While they do not possess all 
of the features of later models, a 
possessor, it is believed, will find 
them so helpful that she will never 
again be without a Hoover. 

The years of advertising which 
have made the Hoover a household 
word combined to give the current 


offering nation-wide significance and 
early reports from dealers indicate a 
strong demand for the specials. 
They will be sold only during April. 


More Machines 
Aid Women in 
Beauty Quest 


Chicago, April 6.—The technccrats 
found fresh ground for alarm this 
week when the Tenth Annual Mid- 
West Beauty Trade Show in Chicago 
proved that further inroads have 
been made on the demand for labor. 

Nestle-Le Mur Company, New 
York, introduced an' electric eyé- 
brow tweezer which not only makes 


it easy for the beauty shop operator | ' 
to do a perfect job, but banishes all 


pain from the performance. Hereto- 
fore, many women have refrained 
from improving Mother’ Nature’s 
handiwork because of the enguist 


sometimes involved. 


Electric Manicure 


The electric manictre has also 
arrived, the San-Electro '‘Company, 
Cleveland, introducing a kit of tools 


making this feat both easy and’ 


guick. Not caly are barre trisensed 


iviti 


by an electrically-operated paring 
machine, but cuticle is removed by 
the same means. 

Both of the new machines are com- 
paratively low-priced. Both reduce 
the time required for beauty work, 
while helping results. 

' Many national advertisers ex- 
hibited at the show this year. Among 
them were Colgate - Palmolive - Peet 
Company, reputed to have spent $3,- 
000,000 in cultivating the beauty 
trade in 1932. 

While speakers at the meetings 
emphasized the importance of the 
beauty shop as an outlet for cos- 
metics, the big new idea is to reach 
girls who are still playing with dolls. 
A good manicure gives them poise 
beyond their years and incidentally 
prevents. them from biting their 
nails. Thus runs the new religion. 

! 


‘Starts Shopping News 


General Publications, Inc., Dixie 
| Gatietl Shively, Ky., has an- 
nouticed that it will soon launch pub- 
ication ‘of: a shopping news for 

uisvile and its suburbs. 


J. C. Windham Dead 


i 

"| John C.’ Windham, secretary of 
he Commercial Dispatch Publishing 
3émpany, Columbus, Miss., which 
ublished Columbus Commercial Dis- 

pon, died March 30. 
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SELECTIVE DISTRIBUTION 


When you are represented by only a few dealers in 
each city, it becomes particularly necessary that your 
prospects know who and where those dealers are. 

“Where to Buy It” Service directs prospects to your 


Your local representatives or 


agents are listed under your own trade name in class- 
ified telephone books wherever you have distribu- 
tion. Then, your advertising refers prospects to these 
local listings. Consumers who want your brand simply 
look for your trade name in the classified directory— 
and are quickly supplied with names, addresses and 


BUY IT” SERVICE MAKES: YOUR LOCAL DEALERS EASY TO FIND 


telephone numbers of authorized local representatives. 

Thus you keep prospects away from temptation; 
they are less likely to accept substitutes—in fact, are 
less likely to be offered substitutes. 


Kelvinator, Remington-Rand, 


‘Pontiac are just a few 


of the manufacturers now using “Where to Buy It”. 
Ask your advertising counsel for full information— 

or communicate with Trade Mark Service Manager, 

American Tel. and Tel. Co.; New York address, 

195 Broadway (EXchange 3-9800); Chicago ad- 

dress, 311 W. Washington St. (OFFicial 9300). 
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Says Applause 
Irritates Big 
Air Audience 


Chicago, April 6.— Many radio 
stars are working so hard to amuse 
the audience in the studio that they 
are forgetting the larger, though in- 
visible audience whose delectation 
should be their main purpose. 

That is the opinion of Gilbert 
Seldes, columnist for the Uhicago 
Evening American and other Hearst 
newspapers. 

“A tip to conductors of radio 
broadcasts:” wrote Mr. Seldes. “We, 
the people who do not go to your 
studios, expect radio entertainment, 
not comedy put on for the visitors 
who can see the funny costumes and 
the facial expressions of your stars. 

“With a few ofthe actual geniuses 
of comedy, the shrieks of laughter 
and applause seem genuine, and 
although annoying, do not definitely 
spoil the fun. With the others, we 
outsiders are beginning to suspect 
that you are either manufacturing 
crowd noises or have a special master 
of the claque installed to give signals 
when to laugh and when to clap the 
hands. 

“In any case, we are not in on the 
joke and we do not like it.” 

Mr. Seldes believes that many pro- 
grams put on a good act for 300 
people in the studio “and merely irri- 
tate 3,000,000 in the home.” 

“Like the movie manufacturers 
when they discovered sound,” he con- 
cluded, “the radio boys are going a 
little mad over a few hundred pretty 
bad puns and a few good comics— 
and forgetting for whom they are 
working. 

“We're out here, boys—way out.” 


What is the Real Strength — 


Finances, personnel, promotion are all val- 
uable sinews in your business, but the 
real strength lies in your product itself. 

The real strength of ARCHITECTURE 
lies in the material it provides for the use 
and inspiration of its readers. The stabil- 
ity of its circulation gives _Proof of its 
editorial alertness. Neither “modurn” or 
stand-patish, the contents fit the contem- 
porary needs of the rofession. They 
crystallize opinion, which you as a manu- 
facturer should capitalize in your ad- 
vertising. 


ARCHITECTURE 


he Leading Professional Journal 
Pabiishen by Charles Scribners Sons 


597 FirrH AvENUE, New York 


INFLUENCE OF 
MEN ON SALES 
IS EXPLAINED 


Chicago, April 6.—The extent to 
which women’s purchases are in- 
fluenced by men cannot be deter- 
mined absolutely, but it is a variable 
factor of considerable importance in 
many cases, especially in the pur- 
chase of higher-priced articles, John 
C. Sterling, advertising director of 
Red Book, told the Chicago Adver- 
tising Council today. 

He was discussing the subject in 
connection with the theme of the 
current Red Book advertising cam- 
paign, “The Shadow of a Man 
Stands Behind Every Woman Who 
Buys.” The idea, he revealed, has 
caused much discussion and inquiry, 
and the phrase has found its way 
into the dialogue of moving pictures, 
such as “Employees’ Entrance,” and 
the copy of advertisers. Numerous 
inquiries regarding it have come 
from abroad. 

A survey of retailers in New York, 
chiefly among buyers for department 
and specialty stores, showed, Mr. 
Sterling reported, that men have a 
great deal to say in connection with 
the cost angle, and are particularly 
influential in connection with pur- 
chases for the home, such as elec- 
trical appliances. Merchants _re- 
ported that the returned-goods fac- 
tor decreases when purchases are 
made by husband and wife jointly. 
Few in the trade consider men a 
factor in the purchase of cosmetics 
or dress accessories, the prevailing 
opinion being that women groom 
themselves more to please other 
women, who are critical of such 
things, than men. 


Shows Reverse Picture 


Family clothes-buying expeditions 
demonstrate the influence of women 
in the purchase of men’s clothing, 
showing how the reverse of the 
proposition operates. 

Investigations among consumers 
suggested, Mr. Sterling said, that 
younger women are more likely to 
be influenced by their men relatives 
than older women. In the younger 
group the influence of the man is 


3,095,975 
100% 
VOLUNTARY 
PROSPECTS 
of which 1,500,000 
are adults. The 
balance are young 


women. 

The only effective 
and _ economical 
system for covering the Home Economics 
field thoroughly. 


HOME MAKERS EDUCATIONAL SERVICE 
Gerald B. Wadsworth, Director 
Freeport New York 


“We feel,” said the Red Book 
executive in concluding, “that this 
idea of the shadow of a man back 
of every woman who buys is not 
capable of absolute proof, but that 
it challenges the imagination and 
gives us a clearer picture of retail 
buying. After all, men and women 
are people first.” 


Haig in Charge of 
N. C. R. Advertising 
Geerge Haig, who has been vice- 


president of the Jim Handy Picture 
Service, Detroit, for the past three 


A Complete 
Production Service 


TYPOGRAPHY 
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MATRICES 
STEREOTYPES 
PRINTING 


Western 
Newspaper Union 


NEW YORK ;: 310 East 45th St. 
CHICAGO + 210 So. Despiaine St. 


and 34 other cities 
44444444444 


years, has been named director of 
advertising in charge of all sales 
promotional activities of National 
Cash Register Company, Dayton, O 
Mr. Craig, who was at one time in 
charge of domestic and foreign ad- 
vertising for N. C. R., left the com- 
pany in 1920 to go abroad for Gen- 
eral Motors, and was later Pacific 
coast manager for McManus, Inc. 


To Advertise Dells 


Promotion activities of the Dells 
will hereafter be carried on by the 
Wisconsin Dells, Wis., Chamber of 
Commerce, a newly organized group 
of which C. A. Van Wie is president, 
D. T. O’Neil, vice-president, and O. H. 
Holland, secretary-treasurer. 


Represent Papers 


H. A. Patterson and H. R. Denton, 
Wrigley Bldg., Chicago, have been 
appointed national advertising repre- 
sentatives for Chicago Community 
Newspapers, a group of neighborhood 
weeklies. 


Hammel Gets Account 


Advertising of Listenwalter & 
Gough, Inec., Southern California 
Kelvinator distributor, has been 
placed with Hammel Advertising 
Corporation, Los Angeles. 


also felt in the lower-priced ranges. 


UPHOLDS MALES 


John C. Sterling 


Newspaper Copy 
Contest Entries 


To Close May 1 


Chicago, April 6.—Lloyd D. Her- 
rold of Northwestern University has 
been appointed chairman of the com- 
mittee in charge of the third annual 
newspaper advertising contest and 
exhibit sponsored by Advertising 
Council of Chicago Association of 
Commerce. 

Entries are limited to advertise- 
ments prepared in Chicago which ap- 
peared in one or more Chicago dail- 
ies between May 1, 1932, and May 1, 
1933. All entries must be in the 
hands of the committee by May 1. 

Members of the committee are: 

Basil T. Church, Capper Publica- 
tions; George Hartford, advertising 
manager, Chicago Daily News; Wm. 
E. Donahue, advertising manager, 
Chicago Tribune; Walter Merrill, ad- 
vertising manager, Chicago Herald 
and Examiner; Wm. McNamee, ad- 
vertising manager, Chicago Evening 
American; Leo Abrams, advertising 
manager, Daily Illustrated Times; 
Robert E. Potter, advertising man- 
ager, Chicago Journal of Commerce; 

Arthur Ogle, Needham, Louis and 
Brorby; Marvin Harms, Premier- 
Pabst Sales Company; Sidney Nat- 
kin, Mandel Bros.; S. N. Baskin, 
Baskin, Inc.; J. Mills Easton, North- 
ern Trust Company; O. C. Harn, Au- 
dit Bureau of Circulations, chairman 
of the jury of awards; E. R. Richer, 
Marshall Field & Co.; George Bran- 
denberg, Editor € Publisher; Herbert 
Knight, J. M. Bundscho, Inc. 

The personnel of the jury of 
awards, headed by Mr. Harn, will be 
announced later. 


Wm. Eastman, Well 
Known Printer, Dies 


William Eastman, vice-president, 
Blakely Printing Company, Chicago, 
and president of the Master Printers’ 
Federation, died suddenly of a heart 
attack April 3. He was 64 years old. 

Mr. Eastman’s election as_ vice- 


“| president of Traffic Service Corpora- 


tion, publisher of Trafic World, had 
just been announced. Other officers 
of this corporation are Edward F. 
Hamm, Jr., president and ‘treasurer, 
and Henry A. Palmer, secretary. 


Standard Earnings Steady 


Standard Oil Company of Indiana 
earned net profit of $16,500,000 in 
1932, compared with $17,596,000 the 
previous year, according to a pam- 
phlet report issued this week. This 
is equivalent to $1.03 a share, com- 
pared with $1.04 in 1931. 


Knox Joins A. N. A. 


Charles B. Knox Gelatine Com- 
pany, Johnstown, N. Y., has been 
elected to membership in Association 
of National Advertisers. James E. 
Knox, vice-president and treasurer, 
will represent his company in the 
A. N. A. 


To Advertise Cordials 


Thomas H. Reese & Co., New York, 
have been appointed by B. B. Dorf 
& Co., New York, U. S. agents for a 
number of imported liqueurs. Maga- 
zines and newspapers will be used. 


APRIL ADVERTISING LINEAGE IN MAGAZINES 


Standard 1932 1933 
Atlantic Monthly ..... 10,322 7,258 
Current History ...... ,031 3,522 
PD. cece tks th eveakens 8,891 5,422 
CEE se caeewene 4,466 3,780 
DEE Soe snccecegass 12,134 9,849 
Review of Reviews ... 8,597 5,674 
errr 10,613 6,547 

Total BFOUP ...-cee- 58,054 42,052 

General 
MRREORR, ois neve eccves 27,857 22,465 
American Boy ........ 13,202 8,587 
American Girl ........ 5,131 2,575 
American Golfer ...... 15,824 8,269 
American Home ...... 15,388 9,391 
Arts & Decoration .... 18,243 8,386 
i Sc 5el ih chien e bho 6% 2,390 2,598 


Better Homes & Gardens 23, 951 19,046 
Boys’ Life 12,588 

Child Life 
Christian Herald 
College Humor 
Cosmopolitan 
Country Life 
Extension 
Fortune 
Futura Publications . 


Golf Illustrated ....... coon |6=6 US 
Home & Field ......... 17,842 10,082 
House & Garden .. 21,962 23,829 
Instructor ........ or 17,534 
wecsene eas oa 7,955 3,854 
rrr ere 14,203 6,125 
Modern Mechanix ..... 9,671 6,967 
Motion Picture ....... 15,085 14,403 
Movie Classic ......... 13,760 
National Geographic... 8,680 7,924 
Nation’s Business ..... 22,184 13,545 
|” eae 6,987 7,898 
| oe 19,049 13,484 
Physical Culture ...... 17,533 10,436 
LET TTT CT UCIT eee — 10,581 
Popular Mechanics .... 18,048 13,103 
Popular Science ...... 13,077 9,839 
DE ncn transnnrease 18,466 14,093 
Scientific American ... 2,714 1,994 
Screenland ............ eeee 8,524 
Silver Screen ......... ‘ae 7,342 
ED acaveneeecee 21,127 11,200 
BM a eee 38,142 20,580 
TEE. ca0 66d sees beens 9,475 7,680 
True Confessions ..... 8,501 6,344 
True Detective Mysteries .... 2,321 
True Romances ....... oeee 7,545 
_. a. | rere 23,462 18,269 

Total Group ....so0% 553,739 490,982 

Women’s 
Pe aera 32,053 33,419 
Farmer’s Wife ........ 15,170 12,395 


April 


1932 1933 

Good Housekeeping ... 61,515 48,619 
Harper’s Bazaar ...... 4,599 45,995 
HlolianG’s .....cccscsee 14,823 11,853 
PE oc cedbae tae 13,204 15,857 
Ladies’ Home Journal. 60,747 53,256 
McCall’s .....-seeeeees »943 53,080 
Needlecraft ........... 4,136 4,319 
Parents’ ...cccccscscees 14,107 13,273 © 
Pictorial Review ...... 26,973 18,704 
Tower Magazines ..... oes 15,889 
True Story ......-eeee- 30,420 19,966 
oats ceeds Gean 84,098 64,586 
Woman’s Home Com- 

thes hake rk eae 54,179 49,069 
Woman's World ...... 10,352 7,799 

Total group ......... 540,319 469,002 

Outdoor 
Field & Stream ....... 16,886 13,519 
Fur-Fish-Game ....... 5,241 5,012 
Hunter-Trader-Trapper 7,814 5,984 
Hunting & Fishing ... 11,653 6,852 
National Sportsman ... 13,053 7,836 
Outdoor Life .......... 12,933 8,882 
Sports Afield .......... 12,741 = 8,719 

Total SFOUD ...-220% 80,321 56,804 

Mail Order 
COMPOPE cccccccccesvce 4,853 4,467 
Gentlewoman ......... 3,765 3,787 
_ este seorrr es 16,670 14,160 
Home Circle .........- one 2,992 
Household Management 

DIE cacceasseances 536 2,433 
SPE ree ee 2,750 802 
®Pathfinder ..........- 9,274 6,195 
Sovereign Visitor ..... ,018 975 

Total group ......-. 40,866 35,811 

*March figures. 

Weeklies and *Semi- 

Monthlies 

American Weekly ..... 77,275 63,943 
Business Week ....... 30,621 16,970 
Oy errr res 3,966 59,158 
| Te 16,112 8,847 
CE cect eh eee beeeus 33,378 22,657 
Literary Digest ....... 40,659 29,901 
New Yorker ......sse0s 74,564 58,076 
Saturday Evening Post.188,052 120,549 
_, Meeverrerrirerrr 65,587 54,132 
*Town & Country ..... 37,503 28,338 


Total Group ........ 637,717 462,571 


—National Advertising Records, pub — 


lished by The Advertising Record 
Company. 


Madison Advertising 
Club Elects Officers 


Edward Connor, advertising man- 
ager, Karstens, was elected president 
of Madison, Wis., Advertising Club 
at the annual election April 5. Other 
officers are Joseph Sexton, Cantwell 
Printing Company, vice-president; 
William Luckey, Window Trimming 
Service, secretary, and Margaret 
Smith, Madison Association of Com- 
merce, treasurer. 

Directors are Fred Bittorf, Kilgore 
Printing Company; John L. Meyer, 
secretary, Inland Daily Press Asso- 
ciation; Edward Usher, advertising 
manager, Wisconsin State Journal; 
William E. Walker, manager of 
WIBA, and “Sock” Farrell, Marshall 
Dairy Laboratory. 


“Sports World” to 
Appear April 15 


Sports World, a national weekly 
pictorial magazine to be published 
by Sports World Publishing Com- 
pany, 804 Industrial Bank Bldg., 
Detroit, will make its appearance 
April 15. 

L. J. Glasgow, formerly editor of 
Michigan Motor News, is editor, and 
Floyd T. Smith, formerly advertising 
manager of that publication, is busi- 
ness manager. The initial print order 
will be for 100,000 copies. 


Farnsworth, Railroad 
Copy Expert, Is Dead 


James J. Farnsworth, 67, Boston 
representative of George Roebling, 
Inc., and former railroad official, died 
April 3 at his home at Reading, Mass. 

Prior to making his last connection 


in 1922, he spent many years as a 


sales promotion executive, or passen- 
ger agent, with several railroad sys- 
tems. From 1905 to 1919 he was a 
real estate operator in Florida. 


Edwards Names Two 


William E. Thorne, for the past 
eight years with the San Francisco 
Chronicle, has been named special 
representative in northern California 
for Century-Standard-Vincent Ed- 
wards advertising services. F. W. 
Colpitts, formerly with Metro Asso- 
ciated Services, has been named to a 
similar post in southern California. 


Berghoff Appoints 


Advertising of Berghoff Brewing 
Corporation, Ft. Wayne, Ind., has 
been placed with Lamport, Fox & Co., 
South Bend, Ind. 


De Heus Is New 
Head of Freeze- 
Vogel-Crawford 


Milwaukee, April 5.—Col. Garrit 
C. De Heus has been elected presi- 
dent of Freeze-Vogel-Crawford, Inc., 
Milwaukee agency, succeeding C. D. 


Freeze, who has resigned to estab-— 


lish a business of his own in Cali-— 


fornia. 

Hugo C. Vogel continues as vice- 
president and treasurer and Howard 
M. Landgraf as secretary. 

The agency plans to expand its 
facilities during the year, and has 
added Ralph W. Crary, formerly con- 
nected with milk canneries and con- 
denseries in Milwaukee and Cali- 
fornia, as food merchandising direc- 
tor, and Frederick Hinrichs, for the 
past twelve years engaged in the 
manufacture of dairy plant equip- 
ment, as an account executive. 


Arthur T. Spence has been named © 


a director of the agency. 


Retailers Issue Sales 
Promotion Calendar 


Several hundred promotional ideas 
compiled from a composite analysis 
of the sales promotion programs of 
leading department stores are incor- 
porated in “The Daily Planning 
Guide,” issued this week by the sales 
promotion division of the National 
Retail Dry Goods Association, New 
York. 

The guide is planned to stress the 
seasonal importance of sales promo 
tion and to stimulate advance prepa- 
rations for major events. 


Livingston Buys Hotel 

The famous resort hotel, the Gris- 
wold, at New London, Conn., has 
been purchased by John H. Living- 
ston, Jr., head of the New York com- 
pany handling bus and taxicab adver- 
tising. The deal is an investment 
and Mr. Livingston will continue to 
devote full time to his advertising 
business. 


Cook Joins Synthetic 
Dwight Cook, formerly Detroit 


sales representative of Power, Ameri- 
can Machinist and Product Engineer- 
ing, has beeen appointed sales man- 
ager of Toledo Synthetic Products 


Company, Toledo, O. 
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Et les up 


i ow Champ has entered the ring. Listen to the 


cheering. His handlers are patting him on the 
back...Oh! Oh! Somebody is kicking him in the pants 


... Lhe battle is on... Thirteen years retirement have made 


the Champ wary...He apparently doesn’t see so well 


..» He ducks and counters... But his strength is prodigious. 


It’s a bit early to make predictions but we can’t laugh 


: this off...The mere news of Beer’s comeback has jarred 


loose more actual business in two weeks than four years 


of political prophesy was able to inspire. 


We don’t believe that the current interest in Beer is 


prompted so much by physical thirst as by business 


hunger. No “Grade A” drinker can get rollicking drunk 


Jon the new beer. You may as well ask a British pipe 


smoker to be content with a cigarette. And circumspect 


folk will take their beer with an eye on the etiquette book. 
This is no set-up... But a lot of Americans have faith 
in beer’s ability to keep us from an economic licking. 
Those are the voices which thunder: “‘Let’s give beer 
a sporting chance... Don’t let the “home guards” give 
him a diver’s suit. Give him fighting trunks instead. 
Thirteen years in retirement is enough handicap. 
None can tell yet what the decision of the new gener- 
ation will be. Yet they are the referee and judges. We 
profoundly hope that it will be for the good of business. 
We won't be provoked ata quickening in the engraving 
business. And we know a lot of advertising men who 
would welcome a boost in appropriations. 

Wholly aside from that—it’s a novelty to pick up a menu 
reading —“‘Tea, Coffee, Milk or Beer.” 


ollins, Miller and Flaurchings, NC. 


FORMERLY ATHENS ENGRAVING COMPANY 


717 South Wells Street, Chicago 
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PACKAGES MUST 
BE EASY 10 USE 
ABOVE ALL ELSE 


New York, April 6.—‘Consumer 
convenience has not been overem- 
phasized, for the simple reason that 
it has hardly ever been tried,” said 
John E. Sharp, vice president of Al- 
~uminum Seal Company and chairman 
of that company’s market research 
committee, in a letter to ADVERTISs- 
ING AGE, commenting on the remarks 
of Francis Chilson at the recent 
Packaging Conference, reported in 
the March 11th issue. 

“What has been overemphasized,” 
Mr. Sharp says, “is attention value 
in package design. In the striving 
after the bizarre and striking, which 
has characterized so much package 
design in recent years, the interests 
of the production man and of the 
consumer have often suffered. 

“Eye-appeal has a necessary and 
large place in package development, 
but I agree with Mr. Chilson when 
he says that the interests of the pro- 
duction man in economical and satis- 
factory filling, capping, sealing, label- 
ing, cartoning and wrapping must 
come ahead of appearance. 

“First in importance, however, are 
the convenience and satisfaction of 
the customer. No consumer can be 
expected to stay sold on products 
packed so as to take a toll in time 
and temper every time one is opened. 
This rather obvious conclusion is 
borne out by the studies that have 
been made by our market research 
committee. 


Study Reactions 


“For more than a year we have 
been going into the stores where 
women buy glass-packed products 
and into the homes where these 
products are used. On a basis of 
strict impartiality we have studied 
the difficulties that housewives en- 
counter with sticking caps and 
jimmy-proof seals, and the reactions 
to these experiences that consumers 
bring into play when they make their 
purchases. 

“A test carried out in chain stores 
where ten different designs of bot- 
tles and seals were exhibited and 
where women purchasers were re- 
quested to rate them according to 
preference, showed some startling re- 
sults. Seventy-five per cent of the 
women expressed their disapproval 
of one much used type, many going 
so far as to state that they never 
purchased products using that seal 
because it cut their fingers and often 
proved difficult to remove. In gen- 
eral the rating given the seals was 
based on the ease of removability by 
the consumer and the familiarity of 
the consumer with the closures. 


Some Show Disgust 


“A survey of methods used by 
women in their own kitchens when 
opening screw-topped containers 
showed that only 404 out of 500 of 
these closures could be removed by 
women with their bare hands. Some 
of these sticking caps they could not 
open by any method .. . they gave 
up in despair, saying they would 
have to get their husbands to do the 
job. Some women said they never 
even tried to open such packages 
while others said the packers must 
have wedged the threads in closing 
the package and expressed general 
disgust with brands of goods so 
packed. 

“These researches carried out di- 
rectly in the consumer field lead us 
to the inescapable conclusion that 
the design and development of pack- 
ages that give satisfactory results 
over a reasonable period must take 
into consideration all the factors that 
enter into successful marketing. The 
resulting container, satisfactory to 
the producer, convenient for the con- 
sumer and sufficiently attractive in 
appearance to give the retailer a 
rapid turn-over, will attain and main- 
tain a leading marketing position.” 


AIDS IN BUILDING A FOREST IN CHICAGO 


Bue 3 


AC 


Builds a Forest 


ENTURY OF 
to Order 


INTERNATIONAL TRUCKS 


International Harvester Company has taken advantage of the use of 

its trucks by Swain Nelson Nurseries, which is supplying trees for the 

Century of Progress, to invite readers of this.magazine copy to visit 
its display at the World's Fair. 


HT BABS 
PROGRESS 


with the Help of 
international Truck: 


. _— — : ey MAGIC forest has sprung into 
= a 3 : +% being on the great acreage of 
A CORDIAL INVITATION = Y//, A CENTURY OF PROGRESS ee 
fe extended to all Century of , 4 ago a barren desert of sand lay there | 
as icliore %0 tie the : fi 4 heside the lake, but now the new | 
bs showing of International J oe. land has been transformed by archi- 
> Trocka MeCerchich Door’ Fs if i tectural and horticultural magic. 
> Tractors end A Po ase | od ; Imagination and efficiency hay 
& Equipment in rel of 2 } brought a forest here — in Interaa- 
Sure! Buildin, coal wen ree tional Trucks , 
ss Enteraational Harvester i ¢ Tu the small hours of the winter 
i exhibit iu the Travel aud oF 3 ' nights. cavaleades of trucks and trail- 
& .. Sramaport Building. _ #3 ers brought beautiful trees through 
| the silent streets while Chicago sepa 
é Eline fifty feet in height were hauled 
from the woodlands north of the city 
Hundreds of maples, lindens, pin 
oak. andash trees, thousands of ever 
greens and shrubs, and four and 
= tier half miles of hedges joined in the 
eT? oe mareh! A mass migration of trees— 
.* si ae: but only a winter's job for the Swain 
Nelson fleet of Internationals. * 
Your job for International Track + 
s may not be so spectacular, but re- 
member that these trucks are like 
> the Laternationals on thousands of 
humdrum jobs. Internationals are 
rendering the same dependable ser 
vive everywhere. 
Put your own hauling in Toterna- 
tional hands. Rely on Loternational 
© Trucks protected by Lnternational 
Harvester Company-owned service 
40 8. Mictinas Ave OF AMPRICA Cowaro Ht Xx 
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DATED SHIRTS 
PUT ON SALE 


New York, April 6.—Dated shirts 
for men and boys have been intro- 
duced through a few leading depart- 
ment stores by the Phillips-Jones 
Corporation, manufacturer of the 
Van Heusen, Collarite, Flexibelt and 
other haberdashery lines. 

The novelty will not be promoted 
nationally until copyright or patent 
protection is secured. Meanwhile, 
the manufacturer and its counsel, 
Peck Advertising Agency, will co- 
operate closely wit h department 
stores which will handle the product 
on an exclusive basis. 

The dated line was evolved simply 
by adding a second label to an estab- 
lished line of popular quality. The 
extra label states the shirt is guar- 
anteed for a year from date of pur- 
chase, and the date is written in 
with indelible pencil by the sales 
person making the sale. 


A Year’s Guarantee 


Should the cuff or collar fray, or 
any sign of strain appear at any time 
within the year, a new shirt, or full 
refund of the price paid awaits the 
consumer. 

Using newspaper advertising and a 
window display, the local franchise 
holder, Arnold Constable’s, are doing 
a phenomenal business on the dated 
shirt. The initial stock was sold out 
completely the first day. Now the 
merchandise managers are looking 
around for other merchandise to 
date. 

They have suggested to other 
manufacturers that dating is not only 
a good promotion idea for guaran- 
teed goods and products which 
deteriorate, more or less, such as au- 
tomobile tires, but that it might be 
an effective means for featuring style 
merchandise. 


License Fees Reduced 


License fees on passenger auto- 
mobiles have been reduced 65 per 
cent by the Nebraska legislature. 
Truck fees have been cut 40 per 


cent. 


Shelvador Is 
Crosley Gift 


To Housewives 


Cincinnati, O., April 6—The Shelv- 
ador, Crosley Radio Corporation’s 
contribution to modern housekeeping, 
will be introduced to housewives 
throughout the country over the 
coming week-end in The American 
Weekly. 

The Shelvador is a patented Cros- 
ley feature which increases the stor- 
age capacity of the refrigerator by 
providing shelf space on the back 
of the door. Racks are provided so 
that food cannot shift. 

As the initial advertisement put it, 
“Shelvador actually gives the Cros- 
ley Electric Refrigerators greater 
capacity than their ratings indicate 
by increasing their ‘usable’ capacity. 

“Try to put everything that goes 
into Shelvador on the shelves of an 
ordinary refrigerator and you'll be 
amazed. An orange takes as much 
shelf room in the ordinary refrig- 
erator as a bottle of milk. In Shelv- 
ador it takes only the space of an 
orange.” 

Crosley is offering three models 
equipped with Shelvador. The prices 
range from $95 to $130, including de- 
livery, installation, and one year’s 
free service. 

Other mediums to spread the tid- 
ings of Shelvador include American 
Magazine, C ollier’s, Cosmopolitan, 
Ladies’ Home Journal, Liberty, 
McCall's, The New Yorker, The 
Saturday Evening Post and Woman’s 
Home Companion. 

G. H. Corbett is advertising man- 
ager and the account is in the hands 
of Procter & Collier Company. 


Herbert Straus of 
R. H. Macy Is Dead 


Herbert N. Straus, vice-president 
of R. H. Macy & Co., New York, and 
president of L. Bamberger & Co., 
Newark, N. J., died of heart disease 
April 6. 

He had been associated in the 
Macy business with his brothers, 
Jesse Isador Straus, newly appointed 
ambassador to France, and Percy S. 
Straus, since his graduation from 
Harvard in 1903. 


LAST SERVICES 
ARE HELD FOR 
A. C. PEARSON 


New York, April 6.—Funeral serv- 
ices were held at Montclair, N. J., 
Sunday morning for Andrew C. Pear- 
son, chairman of the board, United 
Publishers Corporation. Mr. Pearson 
died suddenly March 31 of a heart 
attack. 

Born in Coffeyville, Kan., Nov. 17, 
1873, Mr. Pearson was 59 years old. 
His story was that of a youth edu- 
eated for the law, but almost in- 
evitably destined for the publishing 
field, in which he attained such suc- 
cess. 

After graduating from Baker Uni- 
versity in 1895, he took a law course 
at Northwestern University, Chicago, 
and received his LL. B. in 1896. 

He felt the pull of commerce, how- 
ever, and started his business career 
as an insurance claim adjuster. 
Later he became manager of a de 
partment store at Osawatomie, Kan. 
where he received the merchandising 
training which stood him in such 
good stead in later years. 

In 1898, he joined Dry Goods Re- 
porter at Chicago, later transferring 
to Dry Goods Economist in New 
York. He was successively adver- 
tising manager, vice-president and 
general manager and in 1924 presi- 
dent of Economist Group Publica- 
tions. 

In 1913 he started his upward 
climb in United Publishers Corpora- 
tion and in 1926 was made chairman 
of the board. He was also vice-presi- 
dent of Newton Falls Paper Com- 
pany. 

As president of National Publish- 
ers Association for six years and 
chairman of its postal committee for 
thirteen, Mr. Pearson contributed to 
the well-being of the entire industry. 
In 1931, he was made a Chevalier 
of the Legion of Honor for services 
rendered to the French Government 
during the war. 


CIGAR INDUSTRY 
TO START DRIVE 


New York, April 6.—Following ap- 
proval of a merchandising program 
developed by Trade Ways, Inc., the 
advertising committee of the Asso- 
ciated Cigar Manufacturers and Leaf 
Tobacco Dealers launched a drive 
this week to raise $500,000 to be used 
in cooperative trade extension activi- 
ties over a period of three years. 

In the absence from the country of 
John H. Duys, the New York cigar 
manufacturer who heads the associa- 
tion and also its advertising commit- 
tee, the work is being carried on by 
D. Emil Klein, president of D. Emil 
Klein Company, vice-chairman. 

The cigar men have abandoned the 
original plan of a consumer cam- 
paign, and will concentrate the pro- 
gram’s advertising on retailers, who, 
it is believed, are sadly in need of 
education with regard to the profit 
possibilities of cigars as compared 
with cigarettes. 

Particular attention will be paid 
to those dealers who will operate es- 
tablishments where beer is consumed 
on the premises. 

The extensive market study made 
by Trade Ways, Inc., from which the 
pattern for the consumer campaign 
was to be drawn, will be made avail- 
able to subscribers, together with 
suggestions for coordinating their 
copy so as to attain the cooperative 
objectives. This will have the effect, 
it is believed, of substantially in- 
creasing the sum total of consumer 
cigar copy and leading manufac- 
turers to say more about the delights 
of cigar smoking and less about the 
quality of their particular brands. 

The program will start when the 
cooperation of about 75 per cent of 
the manufacturers, who produce 
32,000,000 cigars annually is se- 
cured. Subscribers will contribute 
0.2 per cent of their billing. 


Making Advertising | 
of Greater Interest | 


Chicago, April 5.—The Na. | 
tional Hairdressers and Cos. 
metologists Association meet. | 
ing here today in executive 
session passed a_ resolution 
sanctioning the use of pictures 
of undraped women in national | 
advertising for beauty culture, 

“In our opinion a _ recogni- 
tion of human beauty is one of 
the highest forms of art,” the 
resolution asserts. “Its use as 
such solely as an expression of 
grace and beauty and art is 
within the bounds of good 
taste.” 

The resolution was_ intro. 
duced by Emile Beauvais, 
Washington, D. C., president of 
the association, and Max Hoe. 
fer, Chicago, a director. 


Sheffield Uses — 


ever, il 
Unique Appeal (« 
To Youngsters\:..,, 


5 “Boy 


New York, April 6.—Working o Plane 1 
the assumption that children can) °°” 
interested in doing things for others )8¢"4 Y 
the local office of N. W. Ayer & Son, | 2andso 
Inc., has evolved a unique radio pro Colonel 
gram, the Sheffield Scrapbook Club, heed-Si 
for a milk advertiser, the Sheffielg “42° 
Farms Company. ‘a com) 

The juvenile program is presented Picture 
by Dorothy Lewis and is heard over et, Ct 
WEAF Saturday mornings at 9:15, Corsail 

Blank scrapbooks are offered on other 
the broadcast to any child desiring beauti! 
them. The recipients are asked to ful for 
fill them with poems, stories and pic |Scale 
tures which they think will interest}each | 
a sick boy or girl. fand s] 

Finished books received by the/Just fi 
sponsor are judged and weekly prizes'me. A 
awarded. Every child sending in a! 
book is eligible for a prize, although 
there is a special cash prize for a The 
Sealect club member. To become a) Picture 
Sealect member it is necessary only/it is t 
that the child attach the cap of oe t 
Grade A Sheffield milk bottle to his The 
book. So that no child will feel of cow 
slighted if he does not win a prize, ture i: 
jig-saw puzzles are sent to everyone told hi 


sending in a book. by sel 
‘cover | 
Send Books to Hospitals Looe of 


After being judged the books are is goo 
sent to hospitals in metropolitan youtht 
New York. In most cases Miss Lewis salesm 
delivers them in person, entertain to lay 
ing the invalid children at the same get hi 
time. If t 

Thousands of scrapbooks accom that e 
panied by milk bottle caps have been can tr 
received in the few weeks the pro pors. 
gram has been on the air. Parents, of the 
educators and health officials have given 
approved the campaign enthusiastic- out ut 
ally as tending to promote a spirit 
of unselfishness among children. Few 
of the children requesting the scrap Indi, 
books mention the prizes. The ma- 
jority say they want to make books 


“for the sick boys and girls.” _ Adv 
ae Ind., | 

P bility 

Fensholt Carries on licity 


. ai 

Agency Business bon: 
The partnership of Fensholt & All- May § 
bright, Chicago advertising agency, Pre: 
has been dissolved, The Fensholt appoi1 
Company being formed to take over Earl © 
the business and all of the former Frank 
company’s accounts. New officers Q. Ri 
are: Drok 
A. H. Fensholt, president and Schm 
treasurer; J. S. Mack, vice-president; and V 
F. D. Ewing, secretary. F. A. Rey- sell C 
nolds is art director and Edna M.'the cl 
Johnson production manager. Offices ernize 

are at 549 W. Washington St. { 


May Refuse Copy Gill 

The Iowa supreme court this week 
upheld the right of a newspaper to . The 
reject advertising, maintaining that APPe 
the newspaper was a private busi- Cision 
ness and therefore could refuse to Court: 
do business with anyone at its own Paten 
discretion. The decision was given “°MDP 
in the case of Vernon T. Shuck ™anu 
versus the Carroll, Ia., Daily Herald. A0ubl 
hima ie Gillet 
The 
Great Lakes Moves ents 


Great Lakes Advertising Agency, Pired 
Chicago, has moved to 612 N. Mich- aa 
igan Ave. New accounts announced . i 
by the agency are Conklin Medicine |° a 
Company, Doree cosmetics, and Nev- said. 
ins-Crandic bus lines. 
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HOMPSON TESTS 
VALUE OF BLIND 
NEWSPAPER COPY 


New York, April 6.—A newspaper 
ampaign on Thompson’s malted 
the milk, appealing to juvenile readers 

nd built around the offer of aero- 
cae pictures free, is being tested 
by the Borden Sales Company in a 


o few midwestern cities. 
ntro- The use of pictures of famous aero- 
vais, |)planes as premiums to juvenile con- 


sumers of Thompson’s malted milk 
was begun in radio advertising about 
a year ago and has been remarkably 
useful as a sales aid. 

A different technique is being used 
in the newspaper advertising, how- 
ever, in that the identity of the ad- 
vertiser is not revealed in the copy. 
The advertisement, 100 lines in 
fer size, is signed by Capt. Jimmy 

$ Thompson and reads in full: 

. “Boys and girls. Start your aero- 
ane picture collection free! 
“Send the coupon to me and I'll 
jsend you, free and postpaid, a big 
& Son, ‘handsome 10x19-inch picture of 
lio pro Colonel Lindbergh’s famous Lock- 
< Club, heed-Sirius Aeroplane. 
heffiey “And I'll tell you how you can get 

‘a complete set of 17 famous plane 
ssenteq Pictures without charge! All differ- 
‘d over ent, Curtiss Condor, Martin Bomber, 
t 9:15, Corsair, Sikorsky Amphibian and 13 
red opother famous types. Each picture 
esiring = enough to frame. Wonder- 
ked to ful for your room. Instructive, too. 
nd pie |Scale drawing of ship on back of 
nterest each picture, together with details 

‘and specifications. Send no money. 
yy the’Just fill in this coupon and mail to 
prizes'me. Act NOW.” 


ing on a 
can be” 
others, 


4 =a Response Is Heavy 
ou 
for 4 The volume of requests for the free 


ome qa Picture has been extraordinary, but 
y only? it is too early to put the advertise- 
> of = to the sales test. 
to his 
ll fee) of course, revealed when the free pic- 
prize, ture is forwarded, and recipients are 
eryone told how they can complete their sets 
‘by sending in the coupons on the 
‘cover of an outsert packed with each 
‘can of the malted milk. Each coupon 
ks areis good for one picture, and if the 
yolitan youthful collector is a good enough 
Lewis salesman, he can induce his mother 
ertain- to lay in a reserve supply and thus 
> SaMe get his complete set without delay. 
If his mother won’t cooperate to 
accom that extent the juvenile aviation fan 
e beet'can try friends, relatives and neigh- 
€ pro bors. By making the coupon a part 
rents, of the outsert, it can be removed and 
have given to the youthful promoter with- 


lastic out unsealing the can. 
spirit 


1. Few 
Lage » Indianapolis Club 
phe to Aid Modernization 


. Advertising Club of Indianapolis, 
Ind., has offered to assume responsi- 
bility for the advertising and pub- 
icity of a home modernization cam- 
. red sponsored by the chamber of 
ess commerce, to be held April 22 to 
& All- May 65. 
gency, President Charles M. Bryan has 
nsholt appointed a committee composed of 
2 over Earl D. Baker, William D. Keenan, 
ormer Frank T. Carroll, Webb Sparks, Paul 
fficers Q. Richey, Ted C. Brown, Maxwell 
‘Droke, Briant Sando, Roland 
| and Schmedel, Albert Evans, Ed Hunter 
ident; and W. J. Ash to do the job. Rus- 
. Rey-'sell C. Rottger, former president of 
na M. the club, is sales director of the mod- 
Offices ernization campaign. 


Gillette Loses Suit 
wil for Infringement 
ver to . The United States Circuit Court of 


» that APPeals this week reversed three de- 
busi- cisions given recently in the federal 
ise to COurts in Connecticut, holding that 
; own Patents of the Gillette Safety Razor 
given Company had been infringed in the 
Shuck Manufacture and distribution of 
erald. GOuble-edged blades resembling the 
Gillette product. 

The Appellate Court held that pat- 
; ‘ents on the Gillette blades have ex- 
rency. Dired. “The Gillette company cannot 
Mich. P@ Permitted to extend its patents 
unced 224 include the blade as an element 
licine|°!. 2 combination claim,” the court 


Nev. | Said. 


The identity of the advertiser is, 


Radio to Be Taught 


New York University is conducting 
a survey to determine the need of 
instruction in radio technique. The 
course projected embraces engineer- 
ing, music, orchestration and con- 
ducting, dramatic presentation and 
announcing. 


Schwarz Joins Gordon 


Barton E. Schwarz, associated with 
Ivel Displays, Inc., New York, for 
the past five years, has joined the 
sales staff of George Gordon, Inc., 
New York display organization. 


Form Distributors 


Advertising Distributors, Inc., has 
been formed in Hartford, Conn., with 
O. J. Denessen as president and treas- 
urer, Louis Dery as vice-president, 
and Rossella Roth as secretary. 


Big Campaign 
Launched for 
Van Camp Tuna 


San Francisco, Cal., April 6.—The 
largest campaign in its history has 
just been launched by Van Camp Sea 
Foods Company, world’s largest 
packer of tuna fish, through the local 
office of Emil Brisacher and Staff. 

Newspapers will get approxi- 
mately 90 per cent of the current 
appropriation of $400,000. One rea- 
son for this is a peculiar brand situa- 
tion due to the fact that the present 
company resulted from a merger of 
two established packers, one of 


which had successfully promoted 
Chicken of the Sea tuna in southern 
California, while the other had made 
White Star tuna popular in northern 
California and throughout the west. 

As a result, the current campaign 
will stress that brand which is best 
known and most popular in each sec- 
tion. 


Leaves Cigar House 
John P. Sweeney, for the past five 
years sales manager for Otto Hisen- 
lohr & Bros., Philadelphia cigar 
manufacturers, has resigned. 


Ingalls Has Dog Food 

Old Trusty Dog Food Company, 
Needham Heights, Mass., maker of 
Bovex and other dog foods, has ap- 
pointed Ingalls-Advertising, Boston. 


New England Apple 
Growers Open Stores 


New England apple growers have 
banded together to establish retail 
outlets for their product under the 
name of King Philip Stores. Units 
have already been opened in Spring- 
field, Mass., Hartford and New Haven, 
Conn., and in other cities. Citrus 
fruits and vegetables are sold, as well 
as apples. 

Headquarters of the group have 
been established at Amherst, Mass. 
Gerald E. O’Keefe of North Amherst 
is general manager of the organiza- 
tion. 


Breitenbach Moves 
The Harry P. Breitenbach agency, 


Detroit, has moved from Kresge 
Bldg. to 409 Griswold St. 


Chicago 


N. W. Ayer & Son 

Batten, Barton, Durstine & Osborn, Inc. 
Blackman Co. 

Brooke, Smith & French, Inc. 
Glen Buck Company 
Campbell-Ewald Company 
Calkins & Holden 

Dorrance, Sullivan & Co. 
David, Inc. 

H. R. Doughty Advertising Agency 
Donahue & Coe, Inc. 

Erwin, Wasey & Co. 

Wm. Esty & Co. 

Fishler, Farnsworth & Co. 
Fuller & Smith & Ross, Inc. 
Harold D. Frazee & Co. 
Gardner Advertising Company 
Gerber & Crossley, Inc. 

Geyer Co. 

H. C. Goodwin, Inc. 

Greenleaf Co. 

Ingalls Advertising Agency 
Johnson, Read & Co. 
Lake-Dunham-Spiro-Cohn, Inc. 
McCann-Erickson, Inc. 

Monte Little Company 


Acceptance 


Accompanying the remarkable acceptance which ADVER- 
TISING AGE, the National Newspaper of Advertising, has won 
among readers, including the principal national advertising ex- 
ecutives of the country, is equally impressive acceptance among 
advertisers. 


The advertising agencies are professional space-buyers, | 
trained to careful analysis and discriminating choice of mediums. 
As readers they know what trade publications have the kind of 
editorial contents to make them worth while for advertisers. 


It is significant, therefore, that the following agencies have 
placed advertising in ADVERTISING AGE in 1933, for their 
clients or for themselves: 


Livermore & Knight Company 


Lord & Thomas 
Earle Ludgin, Inc. 
Homer McKee, Inc. 
A. McKim, Ltd. 


Mitchell Advertising Agency 


McCann-Erickson, Inc. 
J. P. Muller & Co. 
J. C. Menkin Company 


Homer McKee, Incorporated 
Chester C. Moreland Advertising Agency 


Newell-Emmett Company 
Procter & Collier Co. 
Ruthrauff & Ryan, Inc. 


Small, Kleppner & Seiffer, Inc. 


Tyler Kay Company 
Sweeney & James Company 


J. Walter Thompson Company 


Riegel & Leffingwell 


Reincke-Ellis-Younggreen & Finn 
Roche, William & Cunnyngham, Inc. 


R. H. Sinclair, Inc. 
Walker & Downing 
Weston-Barnett, Inc. 
John D. Williams & Co. 
Otis Carl Williams, Inc. 


Advertising Ag 


THE NATIONAL NEWSPAPER OF ADVERTISING 
537 S. Dearborn St. 


Graybar Bldg. 
New York 
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Women Not Opposed 
to Beer Advertising 


Women have no objection to the 
appearance of advertisements boost- 
ing the properties of various kinds 
of beer in their magazines, accord- 
ing to Catherine McNelis, publisher 
of Tower Magazines. 

A questionnaire to 1,000 readers 
developed that 83 per cent have no 
objection to such copy. 


Publications Move 
Kates-Boylston Publications, Inc., 
will occupy new quarters at 330 W. 

42nd St., New York, April 15. 


The biggest thing in 
sales - pullers today— 
Picture Puzzles as Pre- 
miums ... 

. 


The largest producers of 
picture puzzles in the 
world... 


EINSON-FREEMAN CO., INC. 


LITHOGRAPHERS 


Speenlizing 
» wine 


Wet 
store display 
ads erjesing 


(cnn tae 
STAR & BORDEN AVES, LONG ISLAND CITY NEW YORK 


y ) a: Agein” 


WHE LARGEST 
PHOTO-ENGRAVING 
ORGANIZATION 


m a 


IN BLACK OR COLORS 


ENGRAVING COMPANY 


817 W.WASHINGTON BOULEVARD 


€ 
prone MONROE FO8SO 


Color Ben Day Process 
Printing on Newsprint; 


Your Plates or Ours 
Shopping News— Cleveland, O. 


ee 
"VE FOUND 
THE BEST 
HOTEL VALUE 
IN NEW YORK 
CITY 


~~ 


Just think... a mod- 
ern, new hotel, in the 
heart of New York— 
200 feet from Broad- 
way on 45th Street. 
A roomand bath for one, 
$2.50; for two, $3.50. 


ZaN\ It's the 
“AQ 


YA\ PICCADILLY 


45th STREET end BROADWAY @ NEW YORK 
#'iitam Madlung, Mng. Dir. 


Grunow Delves 
Into Fluids in 
New Campaign 


(Continued from Page 1) 


mankind when Pandora’s box was 
opened. 

Mr. Wanamaker also pointed out 
that as a result of the recent earth- 
quake on the Pacific Coast, at least 
one city government has stipulated 
that no electric refrigerators be re- 
turned to use until they have been 
inspected. 

“Due to the strains and stresses 
placed upon piping using hazardous 
refrigerants,” said this notice, “it 
will be necessary to have mechanical 
refrigeration equipment inspected be- 
fore it is put into operation. 
Because of the dangers involved, it 
is essential that owners co-operate 
with the department of mechanical 
refrigeration.” 

Carrene is not only not inimical to 
human life, but it has many uses 
other than as a refrigerant, accord- 
ing to Mr. Wanamaker. It will ex- 
tinguish a fire or clean a necktie, ac- 
cording to the immediate need, and 
it will probably be introduced to the 
general public as a general household 
aid in the not distant future. 


Has Many Uses 


It has long been used for cooling 
buildings. It makes ice in quick 
time when the Chicago Stadium must 
provide facilities for a hockey game 
and it cools the fevered brows of 
United States Senators. The prob- 
lem has been to get efficacious results 
when confined to the space available 
in a domestic unit and this problem, 
it is asserted, has been solved. 

The Grunow refrigerator has other 
interesting features, such as rounded, 
instead of square corners, a door 
that closes flush, and distinctive 
hardware. However, the dominant 
sales point will be its presentation 
as “Grunow, the Super-Safe Refriger- 
ator.” Steel signs bearing this legend 
will identify dealers’ stores. 

The company is now turning out 
about 400 boxes a day. It owns no 
warehouse, manufacturing only 
enough stock to keep distributors 
and dealers supplied. And in spite 
of the lack ef promotion, according 
to Mr. Wanamaker, these refrigera- 
tors are moving steadily from deal- 
ers’ floors into homes. 

Initial magazine copy will appear 
in the Post of May 6. It will borrow 
the Liberty device of giving the read- 
ing time of the advertisement, offer 
the slogan over Mr. Grunow’s signa- 
ture, feature Carrene in a box tieing 
up with the head-line, and conclude 
with this hair-raising challenge: 

“Mrs. America: May we suggest 
a test? To be absolutely certain you 
are selecting a safe, efficient, money- 
saving refrigerator, ask your dealer 
to show you the liquid which freezes 
the ice cubes and keeps the interior 
of the refrigerator at the proper 
temperature. 

“Tell him to let you see it, smell 
it, hold it in your hand and light a 
match to it. If he is a Grunow 
dealer, he will gladly open the re- 
frigerating system for you and make 
these tests.” 

According to the Grunow phil- 
esophy, it will be impossible for any 
competing dealer to pick up the 
gauntlet thus flung. If the Grunow 
story makes the desired impression, 
however, the public will ask why 
this cannot be done and will thus 
convince itself of the merits of the 
new refrigerator. 

Hays MacFarland & Co., Chicago, 
handle the Grunow account. 


Washing Machines 
Operated by Coin 

Coin-in-the-slot washing machines 
have made their debut in Kansas 
City, where they have been installed 
in many apartment buildings. 

The usual charge is 25 cents an 
hour. The machines are owned and 
supervised by licensees of the meter 
makers or by dealers. 


Tracy in New Quarters 


W. I. Tracy, Ine. New York 
agency, has moved from 420 Lexing- 
ton Ave. to larger quarters at 205 E. 


42nd St. 


DROUGHT ENDS 
BUT BEER COPY 
STILL SCARCE 


(Continued from Page 1) 
land, Massachusetts, Michigan, 
Minnesota, Missouri, New Jersey, 
New York, Ohio, Oregon, Pennsyl- 
vania, Washington, Wisconsin. 

The advertising, featuring Bruns- 
wick-Balke-Collender fixtures, for 
beer service, was graced with the 
likeness of a bar maid. The com- 
pany did not explain whether it be- 
lieves the old-time bartender is going 


.|to find himself an anachronism, or 


whether this picture was snapped in 
a soda fountain. 


Albert Pick Company, Chicago, 
stirred the interest of dispensers of 
beer with its new edition of a cata- 
log of buffet supplies. The first run 
was so popular that plans for a sec- 
ond edition have already been made. 


Albert Pick Company is either 
manned by clairvoyants or it be- 
lieves that no bar can be a success 
without the gleaming, shimmering 
background which once made every 
drinking place a fairyland. The 
catalog does not content itself with 
a description of beer glasses, but 
pictures and quotes prices on glasses 
for cordials or Pousse Cafes, wine, 
cocktails, highballs, champagne, 
milk punches, lemonade, and seltz- 
ers. 


Its supply of beer glasses alone, 
however, is sufficient to give every 
bar the desired atmosphere. One 
popular number will be the split beer 
glass, called for when two patrons 
wish to divide a bottle of beer, or 
cen the numerous occasions when a 
celebrant’s heart overflows with good 
will toward men and he admonishes 
the man in the white apron, “Have 
one, yourself, Jim.” Jim invariably 
takes “a short one,” which is the 
reason for the popularity of the split 
glass. 

A Complete Assortment 


Pick also offers Hoffman House 
beer goblets, Falstaff beer goblets 
and last, but not least, the special 
“Big Boy.” This is the type of con- 
tainer with which observing beer 
lovers of fifteen years ago are famil- 
iar. It is a cone-shaped affair which 
holds fifteen ounces, the only flaw, 
from the patron’s viewpoint, being 
that the top six consist of foam or 
“white collar.” The catalog describes 
it as “a sensational trade developer.” 


Mandel Brothers, Chicago depart- 
ment store, overturned tradition by 
announcing that orders for beer are 
being accepted. None will be served 
on the premises except in the store’s 
restaurants, where bottled beer will 
be available. This will also be true 
of other department stores, it is pre- 
dicted. 

Mandel Brcthers will also open a 
Tavern Shop April 7. Everything 
that a beer fancier could crave will 
be available. The shop will present 
the latest in steins, bartenders’ sup- 
plies, pretzels, etc., etc. 

A Detroit dealer in used cars is 
promising ‘‘a case of beer with every 
car when legal.” 

Magazines are less interested in 
beer than other mediums. Those 
which frowned on beer advertising 
in the past will continue to do so, 
the list including most of the wom- 
en’s magazines. Those which for- 
merly accepted beer advertising will 
not bar the door at this late date. 


D. C. Beer Bill Passed 


Passage by the House of Repre- 
sentatives at Washington of legisla- 
tion legalizing the sale of beer in 
the National capital apparently re- 
moved the last obstacle to the cele- 
brations planned for the night of 
April 6. The Senate had already 
concurred. 

Though Chicago heard warnings 
that too hilarious a welcome to beer 
might have an unfavorable reaction, 
Atlas Brewing Company staged a lo- 
cal radio program over Station WGN, 
starting at 9:15 and running past 
midnight. Like Anheuser-Busch, Atlas 


planned to present its first case of 


STARTS PARADE 


welcomes the 
new deal! 


micnioan 
@ As the largest manufacturers 
» \eouee 
of bar fixtures before prohibi- ptf ee 
installations. Spe- 
tion we present a complete new bh my 
for catalog. 
line of service equipment at ° 
‘We beve available « 


record low prices. Modern 
design is combined with mod- 


ern electrical refrigeration. 


THE BRUNSWICK-BALKE- 
COLLENDER CO. 


General Offices: 623-633 S. Wabash Ave., Chicago, Illinois 
Branch Office: 260 West Mitchell Avenue, Ciacinnati, Ohio 
Branches in Principal Cities of the United States and Canada 


Brunswick-Balke-Collender Company, 
Chicago, earned the distinction of 
placing the first national newspaper 
copy for a product intimately con- 
nected with the return of beer, when 
this two-column advertisement ap- 
peared in 65 dailies April 6 and 7. 


real beer to President Roosevelt, 
using airplane delivery 

Chicago was also apprised of the 
impending appearance of Drewrys 
Ale in the United States in news- 
paper copy. The advertising, placed 
by J. R. Hamilton Advertising 
Agency, Chicago, pointed out, how- 
ever, that it will be 60 or 90 days 
before this famous potion will be 
available, because of the necessity 
for aging. 

“When the product is ready, fur- 
ther announcement will be made,” 
said the advertisement, which also 
said that Drewrys Limited, U. S. A., 
is financed within itself and no stock 
will be sold. 


The American corporation has been 
formed by Drewrys Limited of Can- 
ada and in turn has formed an affili- 
ation with Sterling Products Com- 
pany, Evansville, Ind. 


Falstaff Corporation, St. Louis, 
plans a newspaper campaign of large 
proportions. Copy is scheduled to 
appear in full pages in St. Louis 
dailies next week. It will be ex- 
tended to other cities as distribution 
is completed. 

Falstaff was also to stage a radio 
welcome to beer the night of April 
6-7, through Seymour Schiele Adver- 
tising Company. Bernard F. Dick- 
mann, Mayor-elect, was the central 
figure in this broadcast. Falstaff va- 
ried procedure by rushing its first 
case to Governor Park, of Missouri, 
at Jefferson City. 


Brewers Ready to Shoot 


Schoor-Kolkschneider Brewery, St. 
Louis, was unable to get the required 
equipment in time to fall into line. 
It will not resume production for 
another sixty days. 

D’Arcy Advertising Company, St. 
Louis, said for Anheuser-Busch, Inc., 
that present plans embrace “a com- 
prehensive national advertising effort 
in keeping with the company’s posi- 
tion in the industry.” 

Schoenhofen Company, Chicago, re- 
appeared in the newspapers this 
week with its famous slogan, “A Case 
of Good Judgment.” This copy, 
placed by Western Advertising 
Agency, Chicago, indicated distribu- 
tion channels as “hotels, cafes, res- 
taurants, drug stores, grocers and 
delicatessens.” 


Jackson Brewing Company, New 


—_ 
a 


Classified 
Advertising 


The rate for this department ig 4 
cents a line (not agate line); mini 
mum, $2. 

| 


HELP WANTED 


Solicitor to cover Ohio territo 
for new publication in premium field 
commission basis. Give complete de. 
tails. Premium Ideas, 100 N. La Salle 
Street, Chicago. | 


— 


Orleans, created a flurry of interes 
in newspaper copy announcing the 
turn of Jax Bohemian Beer, “4 pe 
cent alcohol—as you want it.” 

“Here’s to your health,” said the 
advertisement, tersely — “we’ll 
ready.” 

Governor Schmedeman, of Wiscon. 
sin, signed a tax bill providing for a 
tax of $1 a barrel on beer. This ig 
extremely moderate compared with 
proposed levies in other states. 

Cleveland held its annual Electric 
Refrigeration Show this week, and 
reported that activity in the brewing 
industry was reflected in orders fo; 
refrigeration equipment. 


Royal Seeks Aid | 
of Copyuriters 
of the Futur 


New York, April 6.— Advertising 
men and women of tomorrow aré 
given an opportunity to prove thei 
ability at copywriting by participat 
ing in one of two student contests an COrc 
nounced this week by the Roya) 
Typewriter Company. | 

The other is an arrangement con 
test, open to commercial studen 
only, which will be advertised to th 
40,000 commercial school teachers 
the Gregg Writer Magazine. Contes' 
ants are required to rewrite and r 
arrange an unpunctuated and uncap 
talized paragraph. Both the winn 
and his teacher will received a Roy: 
portable. 

The copywriting competitio 
which closes May 2, is being ; 


If yc 
the 


For 
beer 
for 
dow 


Entrants are required to write : Mat 
advertisement featuring the Roy: 
Signet as “the finest, the most appre 
priate, vacation or graduation gift 

The ten best will be run as f 
pages in the publications of th 
schools attended by the winner 
The 27 best copywriters will divid 
$200 in cash. 

Contestants are directed to thel Wh 
Royal dealers for data prepared spf 
cially to help them, and many de 
ers have agreed to loan machines f 
sketching or photographing. 

The company expects the contes bool 
to provide a valuable analysis of st 
dent buying psychology. It is like field 
pub 


tured in Scholastic Magazine. It i 
open to any high school student 
the United States or Canada. 


Will Use Best Ten 


abo 


that the student advertisements 
also be used in general magaziné 
later. 


Fairbanks Is Head of 
Edwards & Deuts 


Clarence T. Fairbanks was elect 
president of Edward & Deu 
Lithographing Company, Chicago, 
a special meeting, succeeding t 
late Joseph Deutsch. Other offic 
are: 

Charles J. Fahrner, first vice-pr 
dent; John H. Huss, vice-preside' 
in charge of sales; John A. Bay 
vice-president in charge of prod 
tion; A. C. Deutsch, secretary-tre You 
urer. 


Sup 
repc 


thro 


divi 


Dawson Joins Sharp 


Don W. Dawson has been appoint 
copy director of Ralph W. Sharp, In 
Cleveland, O., agency. 

Poe ses ated pita 

Ancker in New Orleans! 

Mason Ancker, formerly wi 
Campbell-Ewald Company aj 
Maxon, Inc., has joined the staff}. 
Pritchard and Thompson Advertisi 1Mp 
Agency, New Orleans. 
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ur 


tiaind If you are doing two (or maybe three) men’s work and wish 


“= the day contained just a few more hours than it does, ac- 
ticipat 


a cording to present reckoning, you'll appreciate this tip: 
oya 


nt con 
tuden' 
| to th 
hers 
Sontes 
and r 
uncap' 
winne 
a Roy , ‘ . ‘ . 

been saving time and making short-cuts in preparing plans 
yetitio 


a 4 for sales and advertising campaigns by getting the low- 


“down on the information they need from the pages of the 


Market Data Book. 


yvrite : 
» Roy 


t app 
yn gift 
as f 
of t 
winner) 
1 divi 


= What’s the Market Data Book? Why, haven’t you heard 


For years advertising executives who have lots to do have 


ny de 
ines f 


contel book that contains marketing information on every business 


s of st 


is likel field, along with complete classified lists of all business 


agaziné 


about it? It’s the only thing of its kind—the only reference 


publications of the United States and Canada. 
f 


eutsc 


s electé 
Deutsd 
icago, 
ling t 
r offic 
: Suppose one of your customers asks you for a hurry-up 
ice-pr 


rej report on food sales possibilities in the institutional field. 
produ 


arytred You simply pick up your trusty Market Data Book, run 
arp through the Index to Markets for the locations of the in- 
point! dividual analyses of “Hotels, Restaurants, Clubs,” “Hos- 


arp, In 


pitals,” “Schools”, etc., and in a jiffy you have the exact 


leans 
‘ly wil figures, based on authoritative surveys, to pass on to your 


pany 


ff}. m e 
vertisi impatient client. 


-Are you short-handed 


a Then use this tried and tested 
7 time-saving device 


And the same thing happens whenever you are exploring 
a business market for any product. 


Of course if you had lots and lots of time, and enjoyed 
adding up figures and running down columns in heavy 
official tomes, you wouldn’t want to use this time and 
energy-saving device. You’d do all of your own research 
work. But as it is, the Market Data Book is nothing less 
than a life-saver. 


That’s what agency executives tell us—that’s the burden 
of the story of thousands of sales and advertising executives 
of manufacturers. The reason the number isn’t still larger 
is that not everybody knows about it. If you, too, don’t get 
the benefit of this service—which you can actually have 


free! —it’s your own fault. 


CUT HERE — CUT HERE — CUT HERE — CUT HERE — CUT HERE — CUT HERE — 


CLASS AND INDUSTRIAL MARKETING, 
537 S. Dearborn Street, Chicago 


I am sending you herewith $2 (cash, check or money-order) for which 


send me Class & Industrial Marketing for one year, and a free postpaid 
copy of the new 1933 edition of the Market Data Book. 
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April 8. 19% 


PHOTOGRAPHIC 
REVIEW OF THE 
WEEK 


SECTION OF AGENCY'S NEW OFFICES 


One of the features of the new and larger offices which William Esty 

& Co. recently occupied on the 23rd floor of Pershing Square Bldg., 

100 E. 42nd St., New York, is this conference room, in which the 
agency executives gather to discuss copy and plan ideas. 


READY TO ELIMINATE ONE MORE NUISANCE 


ZOR BLADE NUISANCE 


0 you toe the mark regularly and pay _it in line. Made of the finest Sheffield steel 
the of using a razor blade P ageoeg Mag. eg 


ie Panes eto by ener 
» You mever stop. There is no end. an any 5 
What are you to do about it? The Buy® Rolls Razor and start saving today. 


innumerable 
leaves the factory, and the real secret of De Luxe Gold Sets and Travel Kits 


in producing its one blade. Ii'sarealramr Lee & Schiffer U. S. Distributors 
blade requiring no springs or vises to bold’ mtg ter pt New York Cir 


READY TO AID IN RELIEVING THIRST OF THOUSANDS 


. 


UNION 
REFRIGERATOR 
TRANSIT CQ. Bg 


* MILWAUKEE val 


Sec OF ca 
eum Fs # 


Newly purchased refrigerator cars lined up ready to help distribution of 3.2 per cent beer from 
plant of Blatz Brewing Company, Milwaukee. 


HITS THE SPOT 


HOLIDAY WHISKERS 


Of course, we are all caught! Actual cash is hard to 
find. But don't go around with holiday whiskers! 
Mail us the coupon below and we'll gladly send you, 
absolutely free, 2 complimentary tube of Krank 
LatherKreem—enough to last you longer than the 
holiday—we hope! 


‘ Kewwte 
ere eekly cole Lie Loughest wbuskers at the me 
hae sod qpreads & protective fim over the shin Whites 4 J Krank Company on 
come off without the dightert imitation. Make your ioe — Sinint Peak Mannewotn, 
happy —ast your drwgut for LatherKreem. or and coupon | want to make my ince happy hd 


KRANK === 
LATHERKREE 


The Orivinal Brushless Share 


Current newspaper copy for Lee & Schiffer, Inc., U. S. distributors 

for Rolls razors, pictures the purchase of razor blades as a nuisance. 

The blank space at the lower left, copy explains, is for the reader to 
figure out how much blades will cost him in the years to come. 


PRESIDENT INSPIRES BANK ADVERTISER 


Lets pull together ! 


. > this great nation 
will endure as it has endured. 
will revive and near ee; er”. 


MARCH 4, 1933 


THE MORRIS PLAN COMPANY OF NEW YORK 


LARGEST INDUSTRIAL BANKING COMPANY IN THE UNITED STATES 


* 


The Morris Plan Company of New York, one of the first financial ad- 

vertisers to step up advertising after the bank holiday, borrowed the 

punch line from President Roosevelt's inaugural address to good 
effect in this poster. It is the company's first outdoor copy. 


“There were more grunts of ap- 
proval around the office from this 
example of psychological-moment 
copy than we have heard in a long 
time," K. J. Martin, of Bruce Pub- 
lishing Company, St. Paul, reports. 
The copy, which ran in newspapers 
during the bank holiday, was pre- 
sg and mats made in 48 hours 

y the Minneapolis office of Erwin, 

Wasey & Co. 


DIGNITY PREFERRED 


RKO's Roxy has turned his back on 
the traditional three-sheet to ap- 
prove quiet and dignified photo- 
graphic enlargements for the fronts 
of the new Radio City theaters in 
New York. The photographic pos- 
ters are conceived by M. M. Getfen, 
president of Select Printing Com- 
pany, and this one is from the 
camera of Wendell McRae. 


BREAKS THE BIG NEWS TO THE PUBLIC 


To Super Sheil gasotine o 
| again on sale at all Shell service 
| stations and it is ever better then te 


| ver’ 


je power and pick-up, 
that starts gaiekl, aad hes o hy 
S ant-hnock velue 


extra ity premiver quadbvin s — 
tutel of $4513, 788 abowe the rege mileage 
lar price 
Now, fot the brat Ome, Super Shelf 
grobnw mm dered at the prive af 
| ordinary gasoline. 
Thsis os Shelt’s New Deal 


‘ 
3f a Gallon Premium 
DN? af you. have 


Full page newspaper copy heralding the appearance of Super-Shell, 

“never before sold at less than a three-cent premium,” makes its 

appearance today, following an unusual teaser campaign utilizing 

newspapers, outdoor and radio. The campaign is the most intensive 
in the company's history. 


CHECK ON WORK OF AMATEUR SLEUTHS 


A. L. Billingsley, president, Fuller & Smith & Ross; Ralph Leavenworth, 

general advertising manager and Frank R. Kohnstamm, sales promo- 

tion manager, Westinghouse Electric & Mfg. Company, looking over 

entries in the first dealer contest in connection with the broadcasts 

of the Townsend Murder Mystery, in which the new slogan, “Every 

house needs Westinghouse,” had to be identified, and its merit 
explained. 
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